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R ID1I*-mamic PACKAGED SIGN PROGRAMS 


CLINIC 
NEARING COMPLETION 


It’s the industry's greatest annual three-day sign and marketing 
event! Mark the dates on your business calendar right now to 
be sure you're clear for these important days packed with fresh 
new selling and merchandising ideas in such fields as petro 
leum, beverages, paint and food. 


Spectacular sign-city display 
Outstanding marketing speakers 
Informative group discussions 
Sign production tours 

Smoky Mountain sightseeing 
Gala entertainment 

featuring famous performers 


* WDWealer 
Kdentification 


ILLUMINATED PLASTIC 
SIGNS 


oF OUTDOOR SIGNS 
SUCCESS 


plesti-lime inc. 


Knoxville Tennessee 
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Sorg’s EQUATOR INDEX does it All 


...and does it to perfection! 


PRINTING »- DIE-CUTTING » SCORING + FOLDING 


The self-mailer shown at right is typical 
of the outstanding work being done 
on Sorg's Equator Index by printers 
across the country. This job, produced 
by the Gates Rubber Company, re- 
quired a stock that would provide not 
only top-quality four-color printing 
results, but also the rugged strength 
necessary for clean, sharp scoring, 
perforating, folding, and die-cutting. 
Sorg's Equator Index Bristol passed 
the test on each of these requirements 


with flying colors! 


Here’s Why EQUATOR INDEX rates so high! 


Possessing a super-smooth, surface-sized finish that produces beautiful 
printing results at more profitable press speeds, and a tough, one-piece 
construction that takes easily to all bindery operations—it’s little 
wonder why Sorg’s Equator Index Bristol has become such an over- 
whelming favorite with thousands of paper buyers. 


But Equator Index rates high for other reasons, too! Its range of 
six colors and new, brighter, truer white are used to give variety of 
color to series mailings and color identification to business forms and 
ra index Bristol records. Moreover, you can use Equator Index colors, printed in solid 
and tints, to produce striking multi-color effects with just a single 


Ask your Sorg distributor for Equator Poees EPTeeOn. 
Swatch Books dae ax tae eee And don’t forget—the variety of sizes and weights available in Sorg’s 


of colors, sizes, and weights. He'll be Index lets you select the sheet that will give you maximum finished 
happy to supply you. pieces—with minimum waste. Call your Sorg distributor for sample 
sheets, and test Equator Index to your own satisfaction! 


PANY + Middletown, Ohio 


e Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING «+ BRILLIANT VELLUM 
TENSALEX « GRANITEX « PARCHTEX 
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CAMPCO 


PROGRESS 


( Advertisement ) 


latest developments in plastic 
Sheet « film + fabrication 


Campco Styrene Package Double-bubble blister of Campco Butyrate 
doubles market for small stapling machine 


gives lock-in protection 


Guardian Electric Company was look- 
ing for an attractive ‘‘shock resistant’’ 
package for a new line of miniature re- 
lays. Special protection was important 
because of tiny contact pins and varied 
shapes. A different package for each 
type would be costly and cause delay 
on the packing line. 


Plastofilm Inc., of Wheaton, Illinois 
had the answer with a special formed 
insert of high impact Campco Styrene 
sheet. Although the relays have as many 
as ten different types of connectors, they 
fit snugly in identical compartments of 
the insert . . . with lock-in protection 
from shock. 

How is this possible—well the com- 
partments grip the relays by a combi- 
nation of side walls, channels, grooves 
and holes. Each is capable of gripping 
any one of the relays in some way... 
providing ease of handling and filling 
in assembly and packaging. 

Another feature is a see-through lid 
that allows instant recognition of printed 
codes on the relays. Packaging in plastic 
can pay off for you, too. Perhaps 
Campco Styrene is your answer. 


One Reliable Source 


Now you can fill all your requirements 
for packaging plastics from one reli- 
able source. Campco now offers Poly- 
ethylene, Acetate, Butyrate, Styrenes, 
Polypropylene, Nylon—in sheets or 
rolls depending on gauge .. . cut to 
size if desired . . . clear or colored 
transparent .. . translucent or opaque. 
Rolls of clear film in stock for imme- 
diate shipment at cost savings. 
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The Wilson-Jones Company wanted to expand its market for small stapling 
machines, currently being sold through the stationery store. It reasoned that if 


Campco Acetate Sells 


while it protects 


More and more products are appearing 
in sales-stimulating packages of crystal- 
clear see-through Campco Acetate. A 
special non-blushing formulation in the 
material enables it to maintain clarity 
during forming—prevents clouding and 
discoloration. Campco Acetate protects 
products, too. In addition to increased 
sales, manufacturers report fewer rejects 
due to shipping and handling damage. 
Campco Acetate is easy to form, un- 
usually low in cost. 


Packages by Plastofilm Inc., Wheaton, Ill. 


housewives were exposed to their prod- 
uct in self-service outlets, they’d find 
them useful for fastening jobs around 
the house. A package was needed that 
would be pilfer-proof, capable of deliv- 
ering its own sales message, and interest- 
ing enough to create impulse buying. 

Plastofilm Inc. of Wheaton, Illinois 
delivered the answer with a combination 
cardboard sheet and plastic blister of 
Campco Butyrate. The one-piece blister 
has two bubbles—one for holding the 
stapler and the other for 1000 staples. 
The 6x8 inch card is too large for the 
pocket and the blister designed so that 
it cannot be pulled away without de- 
stroying the card . . . making pilferage 
difficult. Impulse buyers are enticed by 
the see-through blister and sold by the 
printed message of the housewife doing 
basic fastening jobs. 

Without increasing packaging costs, 
this new design in a very short time 
more than doubled sales. 

Campco Butyrate is extremely strong 
and pliable. It can be deep formed, 
patterned and hole punched without 
shattering or cracking and is easy to 
decorate. Available in crystal clear or a 
variety of colors—rolls and sheets in 
thicknesses .005” to .125” stock or cus- 
tom size. 


Received Your Campco Personal File ? nis data-packed reference 
file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2713 Normandy Avenue, Chicago 35, Illinois. 
CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 





Just Celuein Us 


How to Pick a “Growth Industry” 


Investment analysts and other financial experts have their own methods of 
selecting companies which meet their specifications as growth industries. In 
general they are enterprises which participate in industry-wide expansion, 
and are capable of developing and marketing new products successfully, as 
evidenced by a record of sales and profit increases over a considerable period. 


My own definition of a growth industry is one which has what seems to 
be a natural genius for promotion. This disposition to tell the world about 
its products and policies is usually the reflection of the ideas of the head 
of the business, which have so permeated the organization that all of its 
members are imbued with the spirit of promotion and advertising. 


That kind of company is almost always successful, because associated with 
the promotion flair is the drive to develop new ideas in products and innova- 
tions in marketing. Thus it always has something new and exciting to talk 
about, and its zeal for advertising and merchandising gives those charged with 


the day-to-day job of promoting the business a lot of good material which 
makes their task relatively easy. 


The advertising agency or creative service which finds this kind of ideal 
client can well afford to extend itself to render the best service of which it 
is capable, for here is a customer who is sure to be going places and taking 
its advertising and promotion counselors right along with it. 


While most successful companies advertise today as a matter of policy, 
there is often a big difference in the attitude of management toward this type 
of activity. The hallmark of the real promoter is his consistency; he is 
seldom an in-and-outer. Promotion programs continue even when business con- 


ditions are less favorable. His slogan seems to be, "Damn the torpedoes-- 
full steam ahead!" 


If you can associate yourself with a company which has a natural affinity 
for promotion, your future is bright, because it is almost certain to be 
hailed sooner or later by the experts as a "growth industry." 


i 
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BREAK IT WITH... 


o a, 
— 0 


FILMOTYPE 


Like real cool, man. That's what you'll 
say about the Filmotype Photo-Typeset- 
ting Machine. Cold composition for every 
display type and lettering need! Actually 
a pleasure to use, especially since cost is 
pennies per word . . . quality unquestion- 
ably finest professional grade . . . the 
convenience, speed, simplicity perfect 
supplements to the pressure of production. 
Filmotype . . . the hottest machine in the 
field of cold composition! 

AND CONSIDER: the most all-inclusive style 
selection in photo-typesetting/From 12 pt. 
to 144 pt./Screens, tints right from the 
machine/Limitless intermixing of faces. 


NOTE: Play it safe... save... with the 
Filmotype “Pays-for-itself’”’ Purchase 
Plan. Write for complete details, today. 


FILMOTYPE 


7500 McCormick Bivd., Skokie, Ill. Dept. AR 


Have the Filmotype representative make 
[] an appointment in my own office for a 
demonstration. 


Send me further information about the 
Filmotype Photo Lettering Machine. 


Nome. 
Firm 
Address. 


a 
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Semi-Annual Editorial Index ..............0eeeeeees 
A classified list of all feature articles in AR from January 
through June, 1959 

ac a a ao ein & he ee 6 O00 +e nee os 


A public service program that turned into a nation-wide 
promotion to build goodwill. Epwarp L. Van RIPER 


8 Would Your Copyright Hold Up in Court? ............ 
A legal expert examines some cases which involved the 
copyrighting of advertising. ALBERT WoopruFFr GRAY 


EE ee ee ee 


A business magazine editor presents a tongue-in-cheek 
glossary of publicity terms. Vic PEeTcHUL 


How to Cut Your Publication Printing Costs ............. 
A printer passes on some suggestions to make life easier 
for editors and their budgets go further. 


® Color ...Paper’s Magic Touch .... 
How to get additional impact into your printed piece 
through using colored stock. Cartes V. Morris 


® A Checklist for Designers Using Colored Papers ....... 


A classified list of papers that every designer should have 
in his reference file. 


What Kind of Printing Wins Printing Awards? .......... 
Some of the winners of the Lithographers & Printers Natl. 
Assn. awards, and why they were considered tops. 


A ad dle bl bis ical wo. 


An agency production man gives the details on national 
ad that ran in more than 200 publications. 


Epwarp TOLLEFSON 


How to Combine the Literature of Many Companies 
When the product is a complex of equipment, the literature 
must be, too. Here’s how Haloid handled the situation. 


ey hr NE OOP DEED ccc cccc ce cee eee erst eceee 
Promoting an unglamorous item like mattresses takes the 

kind of ingenuity and planning described here. 
GERALD C. SHAPPELL 


A Contest to Intrigue Sophisticated Admen . ee 
A travel prize proved just the thing to interest admen in 
“Time’s” international editions. Bette Macon 


How to Design a Contest to Ring up Sales .............. 
The Vice President of Carrier Corp. reveals some of the 
thinking behind his company’s extensive use of sales con- 
tests. RussELL GRAY 


How a Contest Produces Sales Ideas .... bie 
Robertshaw used a contest to get retail salesmen of its 
dealers to think about its features. Tep SANCHAGRIN 


Sore Oe Se OP WOME occ cc cc rwseteoccceeecves 
Ward Baking Co. has learned that a new frame permits it 
to take full advantage of its valuable truck sides. 

Grpert E. LArsEN 
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OF CONTENTS 


Pirelli Posters are the Most! .... 
An Italian manufacturer has put up a sign that is more 
spectacular than the term usually means. 


Maurice BENSOUSSAN 


How to Get Good Photos at Low Cost . 


Here’s how one manufacturer got its product pictured 


against picturesque backgrounds, without heavy travel 
costs. JOHN ADVENT 


The Flowers that Bloom in the Spring 


How an agency got a color photo of spring flowers growing 
in a river bed, when the shot had to be made in the fall. 


Don’t Hitch Your Package to a Dinosaur ... . 
Better be sure that your package isn’t tied to a merchan- 
dising system that will soon be extinct. Ceci. Rocers 


® The ABC of Cold Display Type . 
A detailed guide to the methods available for setting head- 
lines without using metal type. Robert B. Konrkow 


Closed Circuit TV on the Farm 
How Ford grew corn under plastic, and used a mobile tape 
recording studio to hold a sales meeting. Berry AULENBACH 


How to Sell Money by Radio ... 
A staid Philadelphia bank has built its personal loan serv- 
ice by using different commercial approaches. 
ALLEN SOMMERS 


When Exhibits Visit Visitors 
In order to reach a larger audience, General Electric 
packed its jet engine exhibit in a truck and toured the 
nation. JOHN Ryan & RALPH HEUMAN 


& A Good Meeting Depends on Details 
Better not neglect the little things if you want a smooth 
meeting, but think of them ahead of time. JOHN JAMES 


@ Articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography ........ Buyers Guide & 
Audio & Visual Aids Advertisers’ Index 
Direct Advertising .......... Books for Admen 


Coming Conventions . 
Layout & Typography .... 


Competitions to Enter 
Packaging & Labeling ....103 The Editor's Notebook 
Premiums, Prizes & Spe- 


How | Solved It 
callie S Information Wanted .... 
Just Between Us 
Printing, Paper & Plate. Next Month in AR 
DI ostiacmaeeiionces aan ; 
Promotion Almanac 
Shows & Exhibits ‘enpeaalasiie 19 Readers Write 
Signs & Displays .............. 85 AR Reprints 


pcccoccco 
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SCREEN 
PROCESS 
PRINTING 


every day!’”’ 


WALTER BYMEL 


production manager, 
Stern, Walters & Simmons, Inc. 
Advertising, Chicago 


‘‘We find screen process printing to be a 
terrific help in running a wide variety of 
jobs for our clients. Because our opera- 
tion incorporates heavy merchandising 
of all client TV, radio and space sched- 
ules, we rely on screen process printing 
to give Point-of-purchase material real 
customer-attracting impact. And we’ve 
found that only screen process inks and 
printing techniques can deliver the 
desired effect! 

Over the last few months, our agency 
art department has created counter 
cards, product tags, showroom banners, 
package merchandisers and similiar sales 
aids. Using screen process printing, we 
had these pieces quickly and economi- 
cally produced although some were 
fairly long runs. Screen process printing 
plays a daily role in our production 
planning!”’ 


If you are responsible for the creation and 
production of Point-of-purchase material, 
why not call in your screen process printer 
today—he is a helpful source of ideas on 
all display jobs! 


NAZ-DAR 


COMPANY 


461 Milwaukee Avenue + Chicago 10, Illinois 
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Sincerely yours .. . for 


“LETTERS OF The Editors 


DISTINCTION” 


the new 1959 


Goes 


SPECIAL and 
HOLIDAY 
LETTERHEADS 


Your new 1959 samples are ready now! 


58 sparkling designs .. . 
warmth and sincerity. 


each spells 


Envelopes . . . that harmonize in de- 
tail of design .. . in friendliness. 


A complete sales manual including 
letter copy manual. 


Illustrated samples... to help you sell! 
They’re yours for the asking FREE! 


Just mail the coupon, attached to your 
letterhead .. . DO IT TODAY! 


Goes will help you prove to your 
customers... 


) "Next to a handshake— 


ys 
. 


PERSONAL GREETING IS A LETTER.” | 


partment. 


GOES means BUSINESS 


WE’LL PUT COLOR IN YOUR 
Point of Purchase Displays 
... Covers . . . Promotions 

Use GOES $1,000,000.00 library of 
ART + PLATES + ORIGINALS 
CHILDREN + GIRLS -« OUTDOORS 


SCENICS + SPORTS + ANIMALS 
They are available to you in 
the popular priced line of full 
color TRUCOLOR prints — 
sizes 3” x 4” to 22” x 28”. 
YES ... Samples are available 
now ... send your request on 
your letterhead. 


Goes 


LITHOGRAPHING CO. 
42 W. 61st St. * Chicago 21, Ill. 
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| Display typefaces in this issue . 


| Condensed; 
| Bernhard Modern Italic. 


How It Works. . 


AR Readers’ Service 
Brings Benefits to 
Readers, Suppliers 


Ever wonder what happens to 
those Readers’ Service cards you 
send us requesting the helpful ref- 
erence material listed in each issue 
of AR? Every once in a while we 
come across a reader who has a 
misconception of this special AR 
service. 

For the benefit of new readers 
and others who are not well ac- 
quainted with the mechanics of this 
operation, here’s a quick run-down 
on our procedures: 


® From the dozens of items we re- 
ceive each day, AR’s editors select 
those which are of special interest 
to AR readers. 


@ We then prepare an article de- 
scribing the product of service in- 
volved. If a piece of printed litera- 
ture is available, we describe it. 


® Meanwhile, we send a letter to 
the supplier involved asking his 
permission to list the piece of litera- 


| ture or additional details on the 


product or service as available 
through AR’s Readers’ Service de- 


@ The next part of the operation is 
obvious. We publish the item in AR 
and include a key number referring 
to the Readers’ Service card inside 
the back cover of that particular is- 


sue. 


@ When a particular issue is ready 
to go to press, we immediately 
notify the companies whose material 
is being described so that they can 
be ready to promptly service the re- 
quests they'll receive. 


Gothic Heavy; 


e The next step is up to the reader. 
He circles the numbers on the 
Readers’ Service card representing 
the items in which he is interested 
—and, of course, sends the postage- 
paid card to AR. 


@ When these cards are received at 
AR, we have a mailing list prepared 
for all items circled by readers. At 
regular intervals these lists are sent 
to the suppliers whose material has 
been requested. They, in turn, are 
expected to forward the requested 
material promptly to each reader 
who has requested it. 

It’s as simple as that. AR makes 
no charge for this service since we 
feel that it is one way in which we 
can be of special assistance to both 
our readers and suppliers in the 
sales promotion, advertising pro- 
duction and merchandising fields. 

Most confusion arises over the 
fact that AR does not stockpile the 
various items listed in each issue 
and then forward them directly to 
each reader requesting them. In 
most cases, the only copy of the 
item in AR’s hands is the one used 
for reference in preparing the edi- 
torial item describing it. 


> For those who are quick to ques- 
tion the validity of the entire Read- 
ers’ Service operation (usually de- 
scribed by its detractors as “those 
bingo cards’) we have developed 
some concrete answers. The most 
frequent criticism is that “only 
curiosity seekers and _ file-stuffing 
maniacs” ever engage in the num- 
ber-circling pastime. 

AR’s experience can quickly dis- 
prove this belief. The great degree of 
selectivity exhibited by our read- 
ers has always been interesting to 
us. The average reader using our 
Readers’ Service card requests few- 
er than five items per month. Many 
cards, in fact, come in with only a 


. « 29—Handlettering; 35—Craw Clarendon; 38— 
43—Clip Book; 52—-Tempo Heavy Condensed; 54——Coronet Bold; 
| 62—Bodoni Black; 67—Craw Clarendon; 72—Balzac Brush; 75—Tempo Black Ex- 


tended; 82—Brody; 85—Bodoni Campanile; 88—Dom Casual; 93—Karnak Black 


115—Tempo Black Italic; 


| Condensed; 96—Bodoni Bold Italic; 103—-Tempo Bold & Holla; 107—-Tempo Heavy 
118—Tower; 


119—Bodoni Black; 122— 
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Sead abi eacleag tena oe sae Fete Se a 


BOeameaeoen” 


New thin-gauged, self-adhering acetate sheets give the impression of “indicated” lettering. Craftint 
COPY-BLOCK is designed to indicate blocks of copy quickly and accurately on comprehensive lay- 
outs and dummies. 


The new sheets relieve artists and layout men from the tedious job of drawing even pencil lines to 
indicate a block of copy. 


COPY-BLOCK is easy to use. Just place the sheet in position on the layout, cut to the size desired, 
remove backing sheet and burnish down. 


COPY-BLOCK is available in the three sizes of type generally used in body copy . . . 8, 10 and 12 
point. The lines contain the normal leading that would be found in text matter. 


In addition to the three sizes, a sheet containing all three point sizes is also available. Order CB 8-10-12. 


Standard COPY-BLOCK 8” x 12” print area $ .85 per sheet 
Thermo COPY-BLOCK (Heat-resisting adhesive) 8” x 12” print area...$1.10 per sheet 


FREE Craftint’s Brand new, Shading 


Mediums Catalogue #4... featuring the world’s 

most complete line of shadings, symbols and 

! ° . - . - 

, Sample of Copy Block Pattern re gg Comhee ; an 

tone Drawing Paper * Doubletone Tracing 

Hu cynollo ullonhe yloo how Hol cthhe cattette cytiegye | Vellum * Singletone Drawing Paper J Multi- 

> tllowhe yile chow Hol clhhe ollots cynelhs salleaher yl ee wade ade seantod ee © 
alle ullonho yllo chow Hol clhhe ollotly cynatiay plat 


He cynollo ullonho ylloo hou Hol cthhe attatte eyttage 4 * 
CB-8 en THE Craftint MANUFACTURING CO. 


© yllo ohon Hol clhho ollollu cynollo alle O05 COUMLAMEE AVENUE «| CLEVE Ee eee 
hhe ollolle cynolle ullonhe yllo ohou Hol cll 


ollollu cynollo ullonho ytlo ohon Hol clhho 
CB-10 \0-Point 


Yes, send me FREE the world’s most complete Shading Medium Catalogue [[] 
Yes, send me FREE actual sample of Copy-Block Pattern 


NAME 


TITLE 
clhhe ollol lucynotlo ullonho yllo oho 


Hollo ullouhe yllo ohon Holclhho ollol 


the ytle oho ohou Hol clhho ollelly cy 
CB- 12 12-Point 


COMPANY 

ADDRESS 

CITY. 

MY LOCAL ART DEALER IS 
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IS THE DIFFERENCE 


Manifest 
Mimeo Bond 


An all new impression paper. 
Outstanding— but economical. 

Quick drying for stencil 
duplicating. Excellent surface 
for offset and letterpress print- 
ing. Properly sized for pen 
and ink. 


New shade of white and six 
attractive colors. Standard 


sizes and weights. 


Ask your Franchised 
EASTERN Merchant for 
samples. Or write direct. 


EASTERN 


EXCELLENCE 
iN FINE PAPERS 


EKASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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single item circled and few readers 
request more than seven or eight 
items. 

And any critic who thinks that 
only those on the lowest echelon of 
advertising and sales promotion use 
this method of obtaining informa- 
tion should run through the cards 
AR receives on any given day. The 
names and positions run the gantlet 
from the chief executive officers of 
some of the largest advertising 
agencies and advertising managers 
with budgets of several million dol- 
lars to those just breaking into the 
field. 


> Another criticism from readers is 
that the suppliers “never send the 
material requested.” We asked over 
700 readers sending in a Readers’ 
Service card from our October 1958 
issue about this factor. The answers 
presented concrete evidence that 
not only did they get the material 
they requested but that suppliers 
sent it to them very promptly. Only 
11% said that they didn’t receive all 
material requested promptly. 

Admittedly, there are some sup- 
pliers who are a bit negligent on 
this matter—in spite of AR’s con- 
stant efforts to make sure that all 
requests serviced through us are 
serviced promptly. To help us im- 
prove our service, we would sin- 
cerely appreciate hearing from 
readers who do not receive all of the 
material they request. 


Classic Answer .. Bob Brand, 
senior partner at Cummings, Brand 
& McPherson, Rockford, Ill. agency, 
passes along a letter, which was sent 
to a New York sales representative 
by a client’s sales manager. Joe, the 
representative, had commented on 
the company’s latest advertisement 
by suggesting a minor rearrange- 
ment of elements: “Why settle for 
less when a move of the center copy 
section %4” to the left would have 
made it perfect?” The reply: 


“Dear Joe: 

“This ad was designed by a fellow 
by the name of Claude. Claude is 
the boy who made the airbrush 
drawing of our Clarifier for us. He 
has also done most of the other art- 
work in our sales literature. 

“Claude is an artist. He has just 
completed the design of a ceramic 
tile mural with a religious subject 
which he hopes to sell to a church. 
If your church is interested, I can 
put you in touch with Claude. I can 
assure you that the mural is very 
beautiful and well done, and Claude 
is fully equipped to build it. He has 
a complete ceramic tile production 
plant in his basement. 

“Good artists are hard to find. 


When you find one, you don’t tell 
him that he has the wrong margin 
on an ad. Nevertheless, I ques- 
tioned Claude in a very circumspect 
manner about this particular ad, 
and he assured me that the margins 
had been chosen for artistic reasons 
and that it would grieve him seri- 
ously to make any change in them. 
“T once heard a salesman say that 
he thought the Mona Lisa would be 
more beautiful if she would only 
show her teeth. I don’t feel compe- 
tent to comment on this remark, nor 
do I feel competent to criticize 
Claude’s margins. I realize, of 
course, that Claude is in the unfor- 
tunate position of casting pearls 
before swine when he does work for 
such a crass journal as the Proceed- 
ings of the Pittsburgh Water Con- 
ference. Let us hope that among its 
readers there will be one who will 
appreciate him. 
Cordially, 
Mike” 


Aid to Education . . News of two 
unusual business gifts turned up in 
our mail this month. Knapp Engrav- 
ing Co., New York, has contributed 
$5,000 to the scholarship fund of the 
Advertising Agency Production Club 
of New York. The donation will be 
used to create a “David Knapp Me- 
morial Scholarship,” in honor of the 
founder of the company who died 
last year. 

The Knapp Scholarship will be 
part of a special fund maintained by 
the New York club to help pay tui- 
tion of students of professional 
promise studying advertising pre 
duction courses. 

A more unusual gift went to Seton 
Hall University’s medical school, 
which received a fully equipped 
mail room, complete with individual 
mail boxes for all of its medical 
students, from Fisher-Stevens Inc., 
Clifton, N. J. medical direct mail 
service. 


Friendly Report. . A note of con- 
gratulations to the Citizens & South- 
ern Natl. Bank, Atlanta, Ga., for one 
of the warmest annual reports yet to 
cross this desk. While beautifully 
printed, its excellence grows out of 
its candor and frankness. 

The very first spread, for example, 
lists “7 Hits, 12 Runs and 7 Errors.” 
Its text avoids the stuffy language 
so often associated with banks. It is 
simply fun to read, whether it is 
talking about the bank’s new per- 
sonal credit plan, or its investment 
account. 

We're grateful to Margo Venable, 
Asst. Advertising Manager, for send- 
ing us a copy. Maybe she'll be glad 
to send you a copy, too, as long as 
they last. 44 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Devises Easier System 
To Re-Staple Booklets 


Ever have to remove staples from 
a booklet or magazine in your ref- 
erence library to stat or photocopy 
a piece of copy? Then you know the 
re-stapling problem facing you. 

The easiest way I’ve found is to 
lay open the booklet with the cen- 
ter spread face down on a piece of 
corrugated or chipboard. Then, with 
the stapler opened for tacking, run 
the staples through or near the 
original holes. 

Lifting the publication by the side 
edges will pull the staples through. 
Turn the publication over with the 
center spread facing up and the 
staple legs showing. 

Now lay a straightened paper clip 
alongside each staple leg and, with 
a coin, curl each staple leg over the 
clip. 

You'll find the booklet or mag- 
azine will be restitched good as 
new! 

Nat G. Bopian 

Advertising Manager, C. E. Shep- 

pard Co., Div. Yawman and Erbe 

Mfg. Co., Long Island, N.Y. 


Radio Station Kayoes 
Dial-Flippers 


We needed radios on each of two 
desks in our promotion department 
in order that we might hear the 
programs we were promoting. 
Rather than buy two sets, we de- 
cided to run an extension speaker 
from one set over to the other desk. 
In doing this we thought of a novel 
idea which has caused considerable 
comment from all who have seen it. 

The “dial” is really a fake with 
the pointer set and glued at 680. 
When the knob on the left is turned 
by a station-hopping “dial-flipper” 
this radio dial swings open and a 
small boxing glove shoots out pop- 
ping them on the hand. A small 
label explains the hostility with the 
sentence “Leave it on 680” (our 
station, of course). 


We purchased the miniature box- 
ing gloves from a variety store and 
the box is made of plywood, painted 
a bright yellow. 

We've found this a good promo- 
tion gimmick. 

Worth WHITE 

Promotion Manager, WRTF Ra- 

dio Co., Raleigh, N.C. 


Positioning Sheets Cut 
Time, Insure Accuracy 


On frequently repeated layouts 
such as magazine pages, ads in a 
larger campaign, etc., I have found 
acetate positioning sheets extreme- 
ly helpful. 

With the first layout, I make the 
sheet by scratching the outlines in- 
to the acetate and filling them in 
with India ink. 

Then, with subsequent ones, the 
sheet can be placed over make-up 
proofs to check the accurate po- 
sitioning of various elements like 
copy blocks, headings, sub-head- 
ings, pictures, logotypes and folios. 

Kuaus F. ScHMIptT 

Type Director, Lewis, Williams 

& Saylor, New York 


Saves Time in Mailroom 
By Changing Routine 


In a normal mailing operation en- 
velopes are addressed first, and 
then stuffed and meter-sealed. By 
changing this order we found a 
substantial time saver which we 
have used successfully for two 
years. 

When components to be inserted 
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Solve your 
Selling 
Problems 
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__-@ PRESENTATION BINDERS 


@ PARTS & INSTRUCTION 
_ MANUAL COVERS © 
) VINYL HEAT SEALED COVERS 
@ INDEXING 


we ich. nadie 


SALES HELPS 


designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 
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This is a selected list of reprints currently in stock. A complete list ran in June. 
Unless another price is given, each sells for 25c. In lots of 10 of any one 
reprint, the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/,¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. Illinois $t., Chicago 11, Ill. Please enclose payment if your order totals 
less than $2. 


New This Month 


274 The Sales Promotion Executive of the Year 


About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
273 A Trademark te Unify a C 


ompany Se 
The story of U. S. Industries’ trademark, which replaced 14 divisional marks 


Advertising Specialties 


307 A Basic Guide te Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 


Art 
256 How te Buy Graphic Arts Material — by Donald Davis ° 


A guide to help graphic arts buyers 
236 A Cede of Ethics for Art 
The official code of ethical practices in buying art 


Audio-Visuals 


303 A Basic Guide to Business Films 


Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (50c<) 


A fourth-part series teaching admen production techniques and uses of audio-visuals 


Binding 
193 Leose-Leaf Binding 


28-point guide to selecting proper loose-leaf bindings 


Direct Advertising 


304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card — by Bette Macon 


Some practical suggestions to improve your greetings 
254 Peek-a-Boo Envelopes Can Sell 


How alert advertisers are using envelopes with the extra window 
248 Can You Afford to Run Your Lettershop? — by Francis S. Andrews 


True economy is not always achieved by doing your mailings yourself 
240 Making an Effective Direct Mail Package — by William Baring-Gould 


An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this medium 
172 202 Tips for Direct Mail Advertising (50c) 


A 16 page booklet reprinting AR’s two special articles on direct mail advertising 


Engraving 


112 Do's and Don'ts for Better Engraving 
Engravers’ answer to AR’s survey 


Exhibits 
309 105 Ulcer Reducers for Exhibitors 


A Best of AR feature, this is a practical checklist for exhibit users 

265 The Magic City 
A Georgia bank devised an unusual exhibit in a trailer to tell its story 
192 Exhibit Photos — How te Put Them to Work 


How a number of exhibitors used used photos of their trade shows 
191 How te Get More from Your Trade Show Dollars — by William S$. Orkin 


Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become a product showcase and a selling place 
146 Hew to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto’s exhibit manual gives many practical hints 


Signs 
244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 Hew te Use Highway Signs 
A quide to the basic principles of outdoor advertising 
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are ready, we gather and stuff them 
into unaddressed envelopes in the 
quantity to match the mailing list 
we maintain on Elliott addressing 
stencils. 

After these stuffed envelopes are 
automatically meter-sealed through 
the postage meter, one girl ad- 
dresses while another ties and la- 
bels each bundle as required by the 
post office. 

In this way any necessary geo- 
graphical separating, counting, and 
bundling is done only once—elim- 
inating constant care of handling 
previously counted portions. We 
estimate time-saved as around 25%. 


Ep Warp 
Whittier, Cal. 


Specialty Display Boosts 
Retail Merchandising 


As a small packer ~ purveying 
fancy beef to markets in northern 
Ohio, we have no packaged brand- 
name products. To publicize our 
product, and introduce ourselves to 
many retail customers who hadn’t 
heard of us, we devised a “counter 
salesman.” 

Keeping our own name off the 
side facing the customer, but well 
in evidence on the side facing the 
butcher, we designed the counter 
display piece as an attractive place 
for a store to feature its “best meat 
buys.” 

For a “personal touch” we had 
our salesmen take a picture of the 
store’s meat manager. We then put 
the photo on the sign and wrote 
his name in underneath. 

The results were some good pub- 
licity, better public relations with 
our retailers, and new customers. 

Dan K. SILVERBERG 

Sales Manager, Wood County 

Packing Corp., Fostoria, Ohio 


Temporary Translucence 
Solves Tracing Problem 


A complicated piece of copy re- 
quired a_ close-fitting mask of 
opaque bond paper. Our problem 
was how — in this case — to get an 
accurate guide for cutting since we 
could not see through the paper. 

The solution was rubber cement 
thinner which, when put on the 
heavy bond positioned over the 
copy, made the paper translucent. 
The outline was then easily traced. 
When the thinner evaporated, the 
paper was unharmed, but the cut- 
ting guide was left for an easy cut- 
ting job. 

At TEMPLETON 

Byrde, Richard & Pound 

Advertising, New York 





READERS 


Carbon-Copy ‘Exclusives’ 


e@ It must be true! 

Two months ago, when the city 
editor of a Los Angeles newspaper 
told the Public Relations Society of 
America chapter here that he re- 
ceived carbon copies of “exclusive” 
stories, I asked myself, “What press 
agent in his right mind would pull 
a trick like that?” 

Could it be possible, I asked my- 
self, that the speaker was setting up 
a dramatic strawman and beating it 
to death? Common practice these 
days, you know. After 15 years as 
a journalist and p.r. practitioner, I 
decided that was it. Nobody could 
be that stupid. 

Last month, I was jolted out of 
my seat when the regional director 
of Fairchild Publications informed 
the Publicity Club of Los Angeles 
that one of his pet gripes is getting 
carbons of “exclusive” stories. 

Last week, at a meeting of the Los 
Angeles Advertising Club, the “ex- 
clusive” carbon popped up again 
with the editor of a business jour- 
nal. By this time my defense was 
shattered completely as I weakly 
advanced a mundane argument of 
not judging the entire profession by 
the uncontrollable lack of responsi- 
bility, experience and training of a 
few. 

Now I see that “who” caught up 
with AR. What more is there to say 
except that perhaps he is sending 
the originals to his clients? 

Irv EDELSTEIN 

President, Irvin L. Edelstein As- 

sociates, Los Angeles 


Better Late Than Never 


e An agency copywriter who was 
cleaning his files uncovered and 
passed on to me an old article writ- 
ten for a 1954 issue of AR, entitled 
“Do’s and Dont’s for Better Press 
Releases.” 

I’ve just finished reading the story 
and find that it’s a perfect introduc- 
tion to anyone unfamiliar with 
proper press relations with editors. 
One thing in particular struck me 
— the fact that releases should “be 
written for the editors instead of the 
client.” I wish that every company 


with a public relations program had 
received tear sheets for mass dis- 
tribution to its executives. It would 
make the daily life of a p.r. man 
much easier. 

It was a fine article . . . and one 
that I wish I had written. Many 
congratulations on a fine piece of 
writing and a very informative piece 
— even if the congratulations are 
five years late. 

ROBERT WUNDER 

Public Relations Div., The Rum- 

rill Co., Rochester, N. Y. 


House Organ Fan 


@ Enjoyed your article “How a 
House Organ Builds Agency Pres- 
tige” (April). We were greatly 
inspired by it back when Mr. Weiss 
was with Grey. 

Since you are house organ con- 
scious, I thought you might like to 
look at one put out by our com- 
pany that has aided in building the 
whole shoe industry. 

In it we do not take a plug for 
our company or our product. It is 
now some seven years old, goes out 
monthly to between 5,700 and 6,000 
shoe people, retailers, sales clerks, 
etc. extending beyond our own cus- 
tomers and active prospect list. 

We have a second house organ, 
which we do solicit with. It has ac- 
counted strongly for part of the 
growth of over 500% by this com- 
pany since 1952. 

House organs! There ain’t nothing 
as can touch them. 

JAMEs S. LEGG 

Vice President, Director of Ad- 

vertising and Sales, Heydays 

Shoes, St. Louis 


Efficient Reader 


@ I would like permission to re- 
print your article “How Central- 
ized Handling Boosted Mailing Ef- 
ficiency” (AR, January). 

As you know, we are a lettershop 
serving advertisers in the Pitts- 
burgh area. At present, we conduct 
such a service as described in your 
article for many of our customers. 

We would mail your reprint with 
a cover letter as part of our regular 
direct mail program, and would 
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SION ENVELOPES 


mail-handling 
time 20% 


These Tension enve- 
lopes require no moisture for 
closure. Just press flap to 
body. Sealed! No difficult 
sealing regardless of bulk. 

Yet Touch ’n Seal envelopes 
cost little more than conven- 
tional envelopes. Ideal for 
small mailing operations. Fast 
and efficient for big ones. Ap- 
proved for the mailing of 3rd 
Class Mail under recent Postal 
revisions (envelopes 5x 11%” 
or larger in either dimension 
may be sealed). 

Available for immediate de- 
livery in open-end or open- 
side styles. Special sizes made 
to your specifications. 

Note: For packaging jobs, 
consider Tension Seal ’n RE- 
seal envelopes. Can be opened 
and closed repeatedly without 
flap damage. 


FREE SAMPLES. See for yourself 
how speedily they work. 


TENSION ENVELOPE CORP. 
815 East 19th St., Kansas City 8, Mo 


Please send free 


(0 Touch ‘nSeal [1 Seal ‘nREseal (] Both 


Name. 
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Johnson Motors, Waukegan, Ill., is a young and 
growing company in a young and growing 
industry. In a special three-part report, AR 
takes a good look at its advertising and sales 
promotion. 

¢ What Makes Johnson Work? 

¢ A New Direct Mail Idea 

¢ Every Dealer a Showman 


A Guide to 
Prefabricated Exhibits 


What every exhibit buyer should know about dis- 
plays bought from stock, and where to get them. 


vil Ginn ee 
Designed to Order 


The story behind Max Factor’s custom- 
made letter—the how and why of it. 
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fully credit your publication, in 
strict accordance with your poli- 
cies. 
Les W. Gaupp 
Advertisers Associates Inc., 
Pittsburgh 


(Permission granted. Looking for- 
ward to seeing your mailing ... 


Ed.) 


inroRnarion i 
WANTED} 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests... Ed. 


Crossed Pistols 


© We are in the process of com- 
pleting design and tooling on a new 
product which will be designated 
the “FP-45.” 

Our sales manager has  sug- 
gested that we send out some 
crossed 45-caliber pistols, of plas- 
tic or metal, with an address tag 
bearing a promotional message. 

I am really at a loss as to guess- 
ing where to start looking for a 
manufacturer or jobber who would 
have 5,000 molded pistols in stock 
that would be usable for a direct 
mail application such as this. 

BENNO FRIEDMAN 

Advertising Manager, Rotary 

Lift Co., Memphis, Tenn. 


(Two possible sources sent to Mr. 
Friedman .. . Ed.) 


Color Charts 


®@ We provide make-up color charts 
to our accounts and a sample of 
our most recent effort is enclosed. 
Can you supply the names of any 
printers who specialize in this type 
of work? 
KATHERINE NETTING 
Director of Advertising, Texas 
Pharmacal Co., San Antonio 


(A list of printing specialists sent to 
Miss Netting . . . Ed.) 





Name and Address 


@ Will you please identify and sup- 
ply name and address (or agent’s 
name and address) of second model 
from left in the illustration on page 
102 of your February issue. 
FRANK K. MIDDLETON 
Middleton Associates, Pitman, 
N. J. 


(All we got was the press release, 
and this didn’t identify any of the 
girls, so we suggest you get in touch 
with one of the sponsors. And when 
you find out, let us know .. . Ed.) 


Comic Books 


This organization is giving some 
thought to a program of comic book 
presentation of our complete line 
of tires. 

I would appreciate it a great deal 
if you could send me any names 
you might have available of organ- 
izations which prepare books of this 
nature. 

R. E. Morcan Jr. 

Advertising & Sales Promotion, 

Cooper Tire & Rubber Co., Find- 

lay, Ohio 


(The names of three comic book 
specialists forwarded. . . Ed.) 


Singing Cards 


® One of our clients is interested 
in a greeting card of the type with 
the plastic edge, which when ac- 
tivated by a finger nail, sings out a 
greeting of some sort. Do you have 
in your file a source for this type of 
card? 
CuHartes E. Brown 
Vice-president, Foulke Agency 
Inc., Minneapolis 


(Three talking card sources on the 
way... Ed.) 


Elusive Disc 


e I have tried everything short of 
personally robbing Capitol Record 
Co. to obtain a record I need for a 
special idea in programming. 

The record I am looking for is by 
Stan Freberg, called “Green Christ- 
mas.” 

Will pay retail price and necessary 
postage. Any takers? 

Dan GREGORY 

KAGE, Winona, Minn. 


(Unless some willing AR reader 
comes to Mr. Gregory’s rescue, there 
seems to be only one solution. Cap- 
itol, bar the doors! .. . Ed.) 


CONSTANT 
SALES PRESSURE 





with HEINN 
LOOSE-LEAF BINDERS 


Heinn binders maintain sales pressure by keeping buyers 
aware of your company and your products. The impression 
value of Heinn binders is so good that your salesman’s 
callback usually means a sale. You cut your cost per sales 


call far below the average of $18.92 reported in a recent 
survey. 


Heinn brings you a complete line of custom-styled binders 
and indexes. Prices are low to moderate, depending on 
your preference in workmanship and materials. You get 
the industry’s best dollar value and something more — 
the counsel of representatives who rate as experts in loose- 
leaf planning and design. Measure your results in binders 
that exert sales pressure with- 
out ever wearing out their 
welcome, and in insignificant SPECIAL 
costs for each month of service. Send for your free 
sample of Heinn's 
Presentation cover 


CLIP AND MAIL Yes, we're interested in Heinn's special services ig % 
THIS COUPON: fast production. Send information on: Probable 


Quontities 


The [_] SALESMEN'S BINDERS 





CT] DEALER BINDERS 
Cc] MANUAL COVERS 
| HEINN INDEXES 


NAME 


COMPANY TITLE.......... 


Sales Zone 5-G FIRM........ 
326 West Florida Street ADDRESS... 
MILWAUKEE 4, WISCONSIN ; 
CITY, STATE.......... 
4010 : 
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® No Pictures, Please! by Harry E. 
Neal; published by the author, 5616 
Marengo Rd., Washington 16, 20 
pages, $1.50 . . . This booklet is a 
summary of the Federal laws which 
relate to the reproduction of stamps, 
coins, and other government obliga- 
tions. While not a final authority, 
since this is, in the end, the province 
of the courts, this booklet quotes the 
pertinent passages of the laws that 
apply, and gives some explanation 
on most of them. The author should 
speak with authority, for after some 
31 years in an enforcement career, 
he retired as Assistant Chief of the 
U.S. Secret Service. 


® Thinking to Some Purpose, by L. 
Susan Stebbing; Penguin Books, 
Baltimore, 248 pages, 95c . . . This 
stimulating paper-covered book was 
first published as a Penguin origi- 
nal in 1939, and continued demand 
has resulted in its being returned 
to the active list. 

It is a manual of first aid in clear 
thinking, in ways to increase one’s 
resistance to rumor, to slipshod 
thinking and to hasty conclusions. 
The author heaves many a sharp 
and witty lance at those who are 
sloppy in their language, and their 
thinking, at the scores of booby 
traps which lie in wait for the 
precipitate and illogical thinker. 

Advertising and advertising men 
and women can profit much from 
the incisive thinking illustrated by 
Prof. Stebbing. 


® Direct Salesman’s Handbook, by 
Roy Alexander; Prentice-Hall, 
Englewood Cliffs, N. J., 244 pages, 
$4.95 . . . This is a straightforward, 
down-to-earth handbook for the 
man (or woman) who earns a liv- 
ing by selling directly to the user, 
going out to sell his wares in the 
home or the office, not waiting be- 
hind a counter to get the order. 

This form of selling is funda- 
mental. The salesman who practices 
it must know his product, know his 
prospects, know how to present his 
argument and persuade action, 
know how to met objections and to 
follow up. 

All of these are valuable attri- 
butes in any form of selling. All of 
the techniques suggested are ap- 
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plicable to all forms of selling and 
advertising, as well. 

The author has organized his 
material well, and has boiled down 
to the essence not only his own ex- 
perience in selling, but that of many 
leaders in the field. 


© Win Place and Show... Effective 
Business Exhibiting, by Rudolph 
Lang; Oceana Publications, New 
York, 204 pages, §7.50 . . . More 
money is spent on the trade show 
exhibit, with less knowledge of how 
effectively, than is true of any other 
medium in advertising. Every ex- 
hibit user and every show visitor is 
convinced of the value of this medi- 
um, but nobody has any real sound 
figures to prove it. 

This book, written by a man with 
long experience in the management 
of shows and expositions, discusses 
the factors that enter into successful 
exhibit participation, starting from 
the time the decision must be made 
to apply for space in a show, to the 
moment the show is closed and the 
display comes down. 

A number of useful checklists are 
included, plus a list of articles on 
exhibit techniques selected from the 
pages of AR and other business 
publications. It is the first book to 
include as much information as it 
does, specifically limited to the ex- 
hibit field, and as such, it will be 
useful to anybody who has to work 
with exhibits. It will be of equal 
value to those who are just starting 
in the field or to those who are only 
occasionally concerned with it. 

The volume has so much of value 
that one is willing to overlook the 
careless editing and writing. 
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© Creativity, edited by Paul Smith 
for the Art Directors Club of New 
York; Hastings House, New York, 
210 pages, $4.95 . . . This volume 
is a report of the Third Communi- 
cations Conference, sponsored by 
the ADC of N.Y. In its scope, it 
goes beyond what might be con- 
sidered the normal area of interest 
of art directors, delving deeply into 
the nature of the creative process. 
As an indication of the broad 
approach, take a look at the list 
of speakers of the conference, all 
of whom are represented in the 
book: Victor Borge, on creativity 
in humor; Gregory Zilboorg, on the 
psychology of the creative person- 
ality; Dennis Flanagan, editor, 
Scientific American, on creativity 
in science; Saul Bass, on creativity 
in visual communication; George 
Avakian, on creativity in music. 
The book is easy to read, and 
what is more, fun. Worth the price 
of admission by itself is Dr. Agha’s 
account of how an ad grows under 
the complex pressures it meets. 


© Calligraphy, by Johann Georg 
Schwandner; Dover Publications, 
New York, $10 . . . Calligraphy, the 
art of drawing with a single stroke 
of a pen, flourished in the 18th cen- 
tury, but then declined. Today, 
however, it has begun to gain new 
appreciation. 

This book is a facsimile reproduc- 
tion of a collection of ornamenta- 
tion originally published in 1756. 
The original preface is given both 
in the Latin which was in the orig- 
inal editional, and in a modern 
English translation, but the bulk of 
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Illustration from ‘Calligraphy’ 





the volume is made up of examples 
of the art. 

All material included is free of 
copyright, and can be used by artist 
or designer without specific per- 
mission or payment of royalty. 


e Advertising, Mass Communica- 


tion in Marketing, by C. A. Kirk- | 


patrick; Houghton Mifflin Co., Bos- 


ton, 638 pages, $7.25 .. . Good ad- | 
vertising textbooks are rare, but | 
you can add one more to the recom- | 


mended list. The author, professor 
of marketing at the University of 
North Carolina, has produced a vol- 
ume which should not only be of 
value in formal courses, but should 
also be the answer to the question, 
“Can you tell me what advertising 
is like?” 

Its 26 chapters are divided into 
six parts: the background for ad- 


vertising, identifying the product, | 


building the advertisement, media, 
the complete advertising effort, the 
management of advertising. More 
than most texts, it gets into the so- 
called “non-measured” media, and 
the areas, like packaging and point- 
of-purchase, that lead 
promotion. 

A 137-page instructor’s manual is 
available for $1.50. This gives dis- 


cussion topics and tests for each | 


chapter. 


Problems 
tion Management, 
Ward; published by 


$3.50 . 
vised and illustrated version of ten 
articles which appeared in Armed 


Forces Management in 1958. It is a | 
practical guide to the more efficient | 


preparation of instruction books and 
other technical information. 


e Anniversary Celebrations Made 
Easy, by John D. Peel; Chilton Co., 
Philadelphia, 318 pages, $5 .. . If 
you are ever assigned responsibility 
for an anniversary celebration, 
your first official act should be to 
buy a copy of this book. Then don’t 


do anything else until you have | 


read it through. 


The major part of this book de- 


votes a separate chapter to each of 
the eight months of planning that 
should precede an anniversary. It 


specifies the meetings that should | 
be held, the material that should | 
be collected, the memoranda that | 


should be sent. This section is a 
blueprint for action. 


Another important section is a | 
sourcebook of ideas. This includes | 


brief paragraphs, arranged alpha- 


into sales | 





in Technical Publica- | 
by Roswell | 
the author, | 
Rockledge, Bantam, Conn., 22 pages | 
. . This pamphlet is a re- | 


In step with the tune... 


They'll put a star on your door 
when you stage an audio-visual 
presentation with the Ekotape 
310. Because this one’s smooth as 
a soft shoe step. And, talk about 
close timing .. . the amazing 
AV Control Center keeps your 
taped message and the slide 

o : (or strip) projector in constant 
synchronization — automatically! 
Webster 310 Once the house lights dim, you 
» \ can relax — sight and sound 
Hkotape : are always together ! 


& Your audience, too, will 
WITH THE AMAZING appreciate the professional touch. 


There’s no “next slide, please” 
— no “beep” or tone signal to 
Control Center break up the show. And, if you 
wish to change the program, the 
tape portion is easily adapted to 
changes in slide or film sequence. 


AV CONTROL CENTER 


Simple to operate. To synchronize 
Toll Mest ee lel allem a 
eat SM Lilie OD ae alle 
This records an inaudible signal 
on the tape. On replays, the slide 


projector operates automatically 
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Imprinted on 
TWO SIDES — 


costs less than a 
single side imprint 
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LEE-TEX RUBBER PRODUCTS CORP. 
13151 South Western Ave., Gardena, Calif. 


QUICK! SEND PRICES, SAMPLES, IDEAS! 
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CLARENDON 
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England 


STYLES: 
CONSORT 


6 to 36 pt. 


CONSORT LIGHT 


6 to 30 pt. 


CONSORT CONDENSED 


12 to 86 pt. 


CONSORT BOLD CONDENSED 


6 to 30 pt. 


CONSORT BOLD 


10 to 36 pt. 


CONSORT ITALIC 


6 to 36 pt. 
Send for free complete showings 


Exclusive U.S. Agent 


American Wood Type Mfg. Co. 


Dept. AR 42-25 Ninth St. L.I.C. 1, N.Y. 
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| betically by key words. In its 84 


pages, hundreds of ideas and sug- 
gestions are given and discussed. 

No matter whether your celebra- 
tion is to be large or small, local or 
national, brief or extended, you will 
find systematic help in the pages of 
this book. 


© Phonemanship, the Newest Con- 
cept of Marketing, by William A. 
Garrett; Farrar, Straus and Cudahy, 
New York, 301 pages, $7.95 ... The 
telephone is such a common tool of 
business that it is often ignored. It 
is simply taken for granted that 
everybody knows how to use the 
phone effectively. 

This is simply not true. There are 
techniques to the proper use of this 
instrument that can be developed 
and practiced. The author, a sales 
engineer for the American Tele- 
phone & Telegraph Co., has com- 
piled basic principles of using the 
telephone in selling and marketing. 

Simply told, well illustrated, this 
book should be an eye-opener for 
anybody whose business depends 
upon telephone communication— 
and whose doesn’t? 

This book has been written with 
the cooperation of the Research 
Workshop of the Sales Executives 
Club of New York. 


©@ International Directory: Members 


| of Advertising Agency Networks, 
| published by W. H. Long, 5347 N. 
| Santa Monica Blvd., Whitefish Bay 


17, Wis., 22 pages, $5 . . . The latest 
edition of this guide, issued semi- 
annually, gives details about the 
seven existing networks, their 180 
members, their officers, their dues. 
It also lists the 15 states and 79 
major metropolitan areas of the 
United States which have no net- 
work member. 


Gold Mail Box Trophy 
Sponsored by the Direct Mail Advertis- 
ing Assn., 3 East 57th St., New York 22. 
Open to direct mail campaigns consist- 
ing of four or more mailings made after 
July 16, 1958. Forty-two campaigns will 
receive awards in the general direct 
mail category, while four each from the 
mail order, low budget, letter campaign 
and house organ groups will also win 
prizes. Campaign judged “Best of All” 
will win the Gold Mail Box Trophy. 
Membership in DMAA is not a requisite 


for entering the competition, but an 
entry fee of $25 will be charged all 
contestants. 

Closes July 15, 1959 


MASA Awards 
Sponsored by the Mail Advertising 
Service Assn., 18120 James Couzens 
Highway, Detroit 21, Mich. Open to 
members of MASA only. For Exchange 
Awards, only members of the Exchange 
may qualify for entry. Entries must have 
been produced after Sept. 1, 1958. Com- 
petition categories include self-promo- 
tion mail campaigns of at least three 
pieces; mechanical excellence; admin- 
istrative forms, exchange awards. 
Closes July 15, 1959 


PIAA Self-Advertising Awards 

Sponsored by Printing Industry of 
America Inc., 5728 Connecticut Av., 
Washington 15; Miller Printing Ma- 
chinery Co., 1117 Reedsale St., Pitts- 
burgh 33. Open to all letterpress, litho- 
graphic, gravure, silk screen and allied 
process printers in the United States, 
Canada, and the Hawaiian Islands, 
whether PIA members or not. Material 
submitted must be from ad campaigns 
completed since Sept. 13, 1958. A cam- 
paign will consist of three or more 
pieces of advertising used in this one- 
year period and may include any ad- 
vertising medium. Individual _ speci- 
mens include any single piece of self- 
advertising. Awards will include three 
$1,000 cash prizes and nine “Bennys.” 

Closes Aug. 14, 1959 


Retail Packagi 

Sponsored by Variety Store Merchan- 
diser. 419 Fourth Av., New York 16. 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in ten classifications 
including cosmetics and toilet goods, 
toys and games, household and house- 
wares, hardware, paint and _ electrics, 
horticulture, notions and related lines, 
domestics and other soft lines, ready- 
to wear, stationery, miscellaneous 
(novelties, holiday, lines, edibles, etc.) 
“Best package of the year” receives 
bronze plaque. 

Closes Aug. 31, 1959 


Machine Tool Ads 

Sponsored by the National Machine 
Tool Builders’ Assn., 2071 E. 102nd St., 
Cleveland 6. Open to any member of the 
Natl. Machine Tool Builders’ Assn. 
Competition covers business paper ad- 
vertisements; catalogs or bulletins: di- 
rect mail, or complete campaigns on 
introducing a new machine tool. 

Closes Sept 1, 1959 


Car Card Awards 

Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 


Printing 
Sponsored by Peninsula Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners receive awards. 
Closes last day of each month 
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BECKETT'S BEAUTIFUL . 


... imparts a 

satinlike lustre 

to all halftones, 

adds a velvetlike 

texture to all printing. 

(For more information 
about this extraordinary new 


finish, please turn the page.) 





in man-made things is never 

attained} fyet there are many printers, advertisers and 
agencies who feel that Beckett Brilliant Opaque, 
especially inthe popular Coral finish, is the perfect 
paper for super-quality offset lithography. 

We cherish this devotion to one of our favorite 
products, yet we constantly strive more closely 
to approximate perfection. 

The new finish on which this insert is printed 
is a good example of our ceaseless quest. 
We call it Satin Shell. This unique finish has a 
fine-grained texture imposed on a discreet, subdued gloss. 

There are other important features of this finish. 
It offers exceptional resistance to smudges and 
fingerprints. The lustrous surface gives a sheen to 
halftone illustrations, especially the darker 
areas. The embossing adds texture to the backgrounds 
and illustrations in a printed piece. 

This insert is printed on Beckett Brilliant Opaque. 
Satin Shell finish, however, is also available 
on Beckett Hi-White and Beckett Offset. 


This is BECKETT BRILLIANT OPAQUE, Satin Sheil finish, 80 Ib. 


THE BECKETT PAPER COMPANY 


MAKERS OF GOOD PAPER IN HAMILTON OHIO SINCE 1848 





OCTOBER, 1959 


Oct. 1-7 


National Employ The Physically Handi- 


capped Week . . . (Presidential Procla- 
mation ) 


National Business Women’s Week .. . 
sponsored by the Natl. Federation of 
Business and Professional Women’s 
Clubs, 2012 Massachusetts Av., NW, 
Washington 


Oct. 1-31 


National Rice Harvest Festival 
sponsored by Rice Consumer Service, 
Realty Center Bldg., Louisville 2 


Let’s Go Hunting Month . . . sponsored 
by The Sporting Goods Dealer, 2018 
Washington Av., St. Louis 3 


National High Fidelity Month . . . spon- 
sored by Diamond Needle Council, Fi- 
delitone Inc., 6415 Ravenswood Av., 
Chicago 


Restaurant Month sponsored by 
Natl. Restaurant Assn., 1530 N. Lake 
Shore Drive, Chicago 10 


National Science Youth Month 


sponsored by Science Clubs of America, 
1719 N St., NW, Washington 


Oct. 4-10 


Fire Prevention Week . . . sponsored 
by Natl. Fire Protection Assn., 60 Bat- 
terymarch St., Boston 10 


National Pharmacy Week . . . sponsored 
by American Pharmaceutical Assn., 2215 
Constitution Av., NW, Washington 7 


National Lath and Plaster Week ... 
sponsored by Contracting Plasterers’ and 
Lathers’ International Assn., 622 Shera- 
ton Bldg., 711 14th St., NW, Washing- 


ton 5 


National Letter Writing Week p 
sponsored by Paper Stationery and Tab- 
let Mfrs. Assn., 444 Madison Av., New 
York 22 


Oct. 5-10 


National Better Living Week . . . spon- 
sored by McCall’s, 230 Park Av., New 
York 17 


Oct. 10-16 


National Wine Week . . . sponsored by 
Wine Institute, 717 Market St., San 
Francisco 3 


Oct. 11 


Grandmother and Grandfather of The 
Year Award Day sponsored by 
Grandmothers Club of Chicago Inc., 
2511 N. Clark St., Chicago 14 


Oct. 11-17 
International Pizza Week . . . sponsored 


by Intl. Pizza Club, Box 213, New York 
1 


Oct. 15-21 


National Newspaper Week . . . spon- 
sored by Newspaper Assn. Managers 
Inc., 2717 N. Front St., Harrisburg, Pa. 


Oct. 15-24 


National Macaroni Week . . . sponsored 
by Natl. Macaroni Institute, 139 Ash- 
land Av., Palatine, Ill. 


National Apple Week . sponsored 
by Natl. Apple Week Assn. Inc., 1302 
18th St., NW, Washington 6 


Oct. 18 


Sweetest Day . . . sponsored by Natl. 
Confectioners Assn., 36 S. Wabash Av., 
Chicago 3 


Oct. 18-24 


United Nations Week . . . sponsored by 
American Assn. for the United Nations, 
345 E. 46th St., New York 17 


Pass The Laugh Week . . . sponsored 
by The Natl. Assn. of Gagwriters, The 
Comedy World Publishing Co., and 
Natl. Laugh Enterprises, Box 835, Grand 
Central Station, New York 


National Downtown Week . . . sponsored 
by Natl. Downtown Week Inc., 125 E. 
23rd St., New York 10 


National Thrift Week . . . sponsored by 
Natl. Thrift Committee Inc., 121 W. 
Wacker Drive, Chicago 1 


Oct. 19-23 


National Safety Congress and Exposi- 
tion . .. sponsored by Natl. Safety Coun- 
cil, 425 N. Michigan Av., Chicago 11 


Oct. 19-24 
American Youth Foot Care Week .. . 
sponsored by American Foot Health 
Foundation, 3301-16th St., NW, Wash- 


ington 10 
Oct. 19-25 


National Fish and Seafood Week... 
sponsored by Natl. Fisheries Institute, 
J. Walter Thompson Co., 420 Lexington 
Av., New York 17 


Oct. 25-31 


National Pretzel Week . . . sponsored 
by Natl. Pretzel Bakers Institute, Cherry 
Lane Farm, Star Route, Pottstown, Pa. 


National Honey Week . . . sponsored by 
American Honey Institute, 114 N. Car- 
roll St., Madison 3, Wis. 


Oct. 29 


National Misgiving Day . . . sponsored 
by James Thurber, c/o Harper & Broth- 
ers, 49 E. 33d St., New York 16 


Oct. 31 


Halloween 





FREE 


IDEAS FOR 
BUILDING SALES! 
|o 
VUE-MORE 


Rush a free copy of your new | 


six-page Catalog. 


Company 


City 


A terrific new 
catalog describ- 
ing the com- 
plete line of 
VUE MORE 
display turn- 
tables and 
BREVEL $ani- 
mation motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR ANIMATED DISPLAYS: 





Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


A Oiemon of BREVEL PRODUCTS 
Serle tL sal ° 


NEW YORK 1. N.Y 
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- Semi-Annual 
Editorial Index 


SPECIAL FEATURES 


How an Agency Keeps Production on Schedule—Mildred 
Weiler—Jan., p. 23 


How to Move Employes and Still Stay Friends—Allen Som- 
mers—jJan., p. 26 

BA Basic Guide to Jobs in Advertising—Jan., p. 27 

@A Press Party at the Waldori—Russel K. Crenshaw—Feb., 
p. 27 

How to Get Facts from Figures—Feb., p. 33 

Open House in Chinatown USA—Edward M. Muldoon— 
March, p. 33 


How to Behave at Your Press Conference—Rene Merlander— 
April, p. 27 


How a Hobby Turned into Promotion—Morris P. Rosen—April, 
p. 31 
The Sales Promotion Executive of the Year—May, p. 23 


ART & PHOTOGP.APHY 


What's Wrong with Art Directors Shows—Stuart |. Freeman— 
Jan., p. 59 

Pleasing 1,000 Customers with One Photograph—Ralph C. 
Charbeneau—Jan., p. 62 

How C.LT. Gets National Photo-Coverage—Feb., p. 67 


How a Trademark Can Symbolize a Product—Maurice Ben- 
soussan—Feb., p. 70 


A Simple Way to Control Production—J. O. Jones—Feb., p. 73 
Sales Promotion with the Miniature Camera—March, p. 69 


AUDIO & VISUAL AIDS 


How to Up-Grade Salesmen—Jan., p. 95 


How Pre-testing Builds Better TV Commercials—Stanley E 
Cohen—Jan., p. 101 


Closed-Circuit TV at Benton & Bowles—Ray Lind—Feb., p. 87 
— to Get Your Film Shown on TV—Jim Atkins—Feb., p 


Making Effective Sales Training Films—March, p. 89 


How to Add Zip with an Instant Camera—Philip M. Morrison 
—March, p. 94 


DIRECT ADVERTISING 


Sending Mail from Europe—Merle C. Blair—Jan., p. 73 
The DMAA Library—Jan., p. 76 


Twenty Points to Help You Write Better Copy—Maxwell C 
Ross—Feb., p. 57 


BA Code of Ethics for List Users—Feb., p. 6! 


We Need More Creativity in Direct Mail—Ferd N. Ziegler— 
March, p. 61 


LAYOUT & TYPOGRAPHY 


@Which Type of Type?—G. H. Petty—Jan., p. 89 

The ABC of Cold Type for Text—Robert B. Konikow—Feb., 
p. 35 

Typography is an Art—Jack D. Rittenhouse—Mar., p. 125 
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Vol. 7 — Nos. 1-6 
January — June 1959 


®Currently available as reprints 
BReference article for your Adman’s 
Handbook 


@®How Sales Promotion Helped Launch a New Product—May, 
p. 24 

Getting the Dealer's Attention—William H. Chase—May, p. 
28 


Publicize Your Press Kit—Joseph L. Sicari—May, p. 33 

Sales Promotion Comes of Age—Dick Hodgson—June, p. 25 

Sales Promotion Looks Ahead—R. I. Robinson—June, p. 26 

What is a Sales Promotion Executive?—Vernon C. Myers— 
June, p. 28 

Sales Promotion in the Field—Joe Norton—June, p. 35 

Don’t Favor What You Know Best—Nicholas Samstag—June, 
p. 37 

Incentives Help Sales Promotion—June, p. 40 

Nine Ways to Get Sales Promotion Ideas—Ferd Ziegler— 


Confessions of a Clipbook User—Franklin C. Wertheim— 
March, p. 74 


How to Budget for Good Design—Stuart I. Freeman—April, 


p. 8 
What Color Trends Mean to Sales—April, p. 90 
@How Much Do Photos Cost?—Herb McLaughlin—May, p. 99 
Getting a Photo of Flame—Ted Sanchagrin—May, p. 102 
Art Directors’ Choice—June, p. 104 
How to Use Symbology in Advertising—Fairfax M. Cone— 
June, p. 114 


How Much Should You Pay for a Film?—April, p. 110 


Round the World on a Shopping Trip—Bette Macon—April, 
p. 116 


How Closed-Circuit TV Sells Pencils—L. Wilson Salisbury— 
May, p. 105 


How to Add Impact to Film—Maurice Bensoussan—June, p 
119 


Meet Mary Ellen, TV Saleslady—June, p. 122 


How Direct Mail Reached Bank Presidents—Kenneth R. Mac- 
Donald—April, p. 78 


Space & Mail Build New Agency—Allen Sommers—April, p 
84 


@®Mailing the Big 3 Mail Order Catalogs—Robert B. Konikow 
—May, p. 80 

When Ideas Come in Pairs—John D. Yeck—June, p. 70 

New Trends in Direct Mail—Robert F. DeLay—June, p. 65 


Planning a Layout for Direct Mail—Walter F. Kohn—April, p. 
55 


A Trademark to Unify a Company—May, p. 55 
BTypographic Trade Customs—May, p. 61 
Typographic Design is not Art—William Golden—June, p. 83 





Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


JULY 
25-28 .. . Natl. Audio-Visual Assn., Mor- 


rison, Chicago 


26-31 . . . Photographer’s Assn. of Amer- 
ica, Statler, Los Angeles 


AUGUST 


5-8 .. . Advertising Age’s Summer Work- 
shop, Palmer House, Chicago 

28-31 . . . Advertising Specialty Natl. 
Assn. Fall Fair, Palmer House, Chicago 


SEPTEMBER 


4-5 .. . Graphic Arts Trade Assn. of 
America, Inc., Waldorf-Astoria, New York 
5-9 . . . Intl. Assn. of Printing House 
Craftsman, Statler-Hilton, New York 
6-12 . . . Natl. Graphic Arts Assn., New 
York City 

6-12 . . . Educational Graphic Arts Ex- 
position, Coliseum, N. Y. 

7-10 . . . Intl. Assn. of Electrotypers & 
Stereotypers Inc., Biltmore, New York 
9-12 . . . Intl. Typographic Composition 
Assn. Inc., Park-Sheraton, New York 
13-15 . . . Produce Packaging Exhibition, 
Sheraton, Philadelphia 

13-16 . . . Direct Mail Advertising Assn. 
Queen Elizabeth, Montreal, Canada 
14-16 . . . Natl. Paper Trade Assn., Fall 
Convention, Conrad Hilton, Chicago 
16-19 . . . Mail Advertising Service Assn., 
Queen Elizabeth, Montreal, Canada 
17-18 . . . Natl. Electric Sign Assn., Fall 
Conference, Netherland Hilton, Cincinnati 
22-25 . . . Office Equipment Manufac- 
turers Institute, National Guard Armory, 
Washington 

29-30 . . . Newspaper ROP Color Confer- 
ence Workshop, Biltmore, New York 
29-Oct. 2 . . . Industrial Film & Audio- 
Visual Exhibition, Trade Show Bldg., New 
York 


OCTOBER 


3-11... Intl. Show & Congress of Print- 
ing, Publishing & Paper Industry, Fair 
Grounds, Milan, Italy 

5-9 . . . Society of Motion Picture & TV 
Engineers, Fontainebleau, Miami Beach, 
‘la. 

18-21 ... American Photoengravers Assn., 
Statler-Hilton, Dallas, Tex. 

22-23 .. . Audit Bureau of Circulations, 
Drake, Chicago 

25-28 ... Natl. Flexible Packaging Assn., 
Greenbrier, White Sulphur Springs, W. 
Va. 

30-Nov. 1 . . . Screen Process Printing 
Assn., Sherman, Chicago 

31-Nov. 3... Natl. Automatic Merchan- 
dising Assn., Conrad Hilton, Chicago 


NOVEMBER 


2-4 .. . Broadcasters’ Promotion Assn., 
Warwick, Philadelphia 

16-18 . . . Packaging Institute, Natl. 
Packaging Forum, Statler, New York 





light 8 to 60 point 
bold 8 to 60 point 
extrabold 10 to 60 point 


FORTUNE boid itatic 12 to 60 point’ 


Power packed and versatile 


for full information write on your letterhead to: 


BAUER ALPHABETS, INC. 


235 East 45th Street, New York 17, N. Y. OXford 7-1797-8-9 


*g8 and 10 point available soon. 


Switch to Lake Shore 


for faster service! 


ELECTROTYPES * NEWSPAPER MATS 
REILLYTYPES ° PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 
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Semi-Annual Editorial Index 


PACKAGING & LABELING 


How Pressure-Sensitive Labels Solve Problems—Jan., p. 80 
A Sales Program Built around a Bear—Jim Nash—Jan., p. 83 


@How Women Feel about Food Packaging—Bette Macon— 
Feb., p. 83 


B@®How to Work with a Package Designer—Robert Sidney 
Dickens—March, p. 99 


How to Confuse the Consumer—March, p. 103 


PREMIUMS, PRIZES & SPECIALTIES 


How to Cultivate the Teen-Age Market—Jan., p. 65 


BSeven Steps to Success in Premium Promotion—J. W. 
Arnold—Jan., p. 70 


A Chocolate Bar for a Birthday Gift—F. D. McCally—Jan., 
p. 72 


How to Promote Nothing—Feb., p. 75 

Winners in Specialty Advertising Competition—Feb., p. 77 
Premiums Come of Age—Gordon C. Bowen—March, p. 79 
647 Ways to Increase Sales with Coupons—March, p. 83 


PRINTING, PAPER & PLATEMAKING 


@Printing Progress Report—Robert B. Konikow—Jan., p. 34 
Web Offset Color Printing on Newsprint—Jan., p. 42 
@®Disneyland’s House Organ—Jan., p. 52 


How House Organs Reach a Farm Audience—Phil Seitz— 
Feb., p. 43 


A Catalog that Looks Like a Magazine—Feb., p. 46 

BHow to Use Pre-Printed Mailers—Feb., p. 50 

@®Designing the Big 3 Mail Order Catalogs—Robert B. Koni- 
kow—March, p. 40 

Whiter-than-White Papers—Ted Sanchagrin—March, p. 54 


@WThe House Organ Editor Tells About Himself—Stewart J. 
Wolfe—March, p. 57 


SHOWS & EXHIBITS 


@BAn Exhibit is a Place to Sell—Douglas C. Miner—Jan., p. 
105 


How to Get Attention at a Trade Show—Fay Carlson—Jan., 
p. 109 

How Chevrolet's Featurama Works—Haviland F. Reves— 
Feb., p. 97 


Display Techniques for Permanent Salesrooms—<A! Bernsohn 
—March, p. 119 


SIGNS & DISPLAYS 


How Centralized Handling Boosted Mailing Efficiency— 
Kenneth R. MacDonald—Jan., p. 29 

Buyers Explain their Sign Programs—Ted Sanchagrin—Jan., 
p. 31 

A Sign Builds Volume for Maremont—Feb., p. 105 

Bleed Billboards Build Impact—Mildred Weiler—Feb., p. 109 


When an Agency Devolops P.O.P. Material—Phil Seitz— 
March, p. 110 
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When Package Design is Based on Research—April, p. 103 

@A Check List for Package Planning—April, p. 107 

How to Merchandise with Corrugated Boxes—May, p. 91 

BA Guide to Card Packaging—Dr. John A. Keenan—June, 
p. 93 

Report on the Packaging Show—Robert B. Konikow—June, 
p. 96 


Ingenious Portable Kit Demonstrates Drill Rig—William J. 
Alexander—March, p. 86 

W@®Overseas Premiums for Glamor—wWilliam S. Roach— 
April, p. 95 

A Limerick Contest Promoted Oil Heat—Homer Hathaway 
—April, p. 98 

How to Break into a Market—May, p. 114 

Premium’s Role in Marketing—Daniel D. Kinley—June, p. 75 

Report on Premium Show—June, p. 78 


@®Printing the Big 3 Mail Order Catalogs—Robert B. Konikow 
—April, p. 60 

How a House Organ Builds Agency Prestige—Ted Sancha- 
grin—April, p. 70 

Producing an Anniversary History—Betty Aulenbach—April, 
p. 74 

A Guide to Coated Paper—Betty Aulenbach—May, p. 63 

From Letterpress to Offset—Frank Richter—May, p. 68 

What's New in Electrotypes—May, p. 74 

@The What. How & Why of External & Internal Publications 
—June, p. 49 

How to Get Personal in a Magazine—June, p. 56 

A New Way to Cut Costs on Color Engravings—June, p. 60 


A Show to Sell Swimsuits—Phil Seitz- April, p. 119 

Olivetti’s Exciting Exhibits—Maurice Bensoussan—April, p. 
125 

How to Build Audience Participation into an Exhibit—May, 
p. 35 

Editors on Wheels—Allen Sommers—May, p. 37 

Hi-Fi Goes Outdoors—Joe Pollick—June, p. 123 

An Exhibit that Builds a Mailing List—Mildred Weiler—June, 


Spraying Kit Demonstrates at Desk—E. E. Kayser—March, 
112 


Coffee on a Trolley—Maurice Bensoussan—March, p. 115 

How to Buy a P.O.P. Display—April, p. 34 

AR Album of P.O.P. Displays—April, p. 43 

Today's Sign Trends—Bette Macon—May, p. 43 

A Sales Promotion Program with a Personality—Ted Sancha- 
grin—June, p. 42 

A Display that Meets Professional Standards—June, p. 47 
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THE GREATEST ADVANCE IN PRINTING PAPERS IN MORE THAN 20 YEARS 
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North Star Coated Papers are the 
First Complete Line of Top-Quality 
Coated Papers Produced by the 
Trailing Blade Process 


The Trailing Blade Process 
A flexible metal blade and a backing roll 
covered with soft rubber distribute the coat- 
ing evenly and smoothly on the base paper. 


Trailing Blade Produces A 
Level Printing Surface 
The flexible blade, in combination with the 
soft, rubber-covered roll, fills in irregularities 
in the base paper and produces an exception- 
ally level printing surface. 


North Star Coated Papers Bring You 
These Major Advantages: 


Levelness. The trailing blade method 
produces a levelness of surface unequaled 
by conventional coating methods. 


Less Printing Pressure. Being more level 
to start with, North Star Coated Papers 
require less super-calendering. The result 
is a built-in cushion which permits more 
intimate contact with the printing plate 
with less printing pressure. 


Uniform Ink Coverage. The extraordi- 
nary levelness of North Star Coated 
Papers together with this built-in cushion 
results in more uniform ink coverage. It 
produces denser solids, cleaner halftones 
and better definition of details. 


Cost. North Star Coated Papers cost no 
more than other leading grades of coated 
papers. But, because of their superior 
printing qualities, they offer greater value 
than other papers selling at the same or 
lower prices. 


METALLIC 


Uniform ink coverage is essential for quality 
printing results, especially with metallic inks. 
The remarkable levelness of North Star Coated 


Papers assures more uniform ink coverage. 


STANDARD PROCESS 


Sharp definition of halftone dots is the key to reproducing 


the delicate colors and subtle tones in a subject such as this. 
North Star Coated Papers have a built-in cushion which 


results in greater definition with less printing pressure. 





HALFTONE GLOSS PROCESS 


Black and white halftones depend upon con- Gloss inks help to accentuate brilliant colors and spar- 


trast for maximum effect. The bright blue- kling highlights in a subject such as this. North Star 
white color of Mainefold Enamel makes half- Coated Papers are especially formulated to give out- 


tones look almost like an original photograph. standing results with gloss inks, as well as regular inks 


PRINTED BY LETTERPRESS ON OXFORD MAINEFOLD ENAMEL BASIS 25 X 38—80 LBS. 





* North Star Coated Papers 


UNSURPASSED IN PRINTING QUALITY AND PRESS PERFORMANCE 


LETTERPRESS PAPERS 


POLAR SUPERFINE ENAMEL is Oxford’s finest letterpress enamel. 
It has a bright white, mirror-smooth surface and a superb affinity for 
printing inks. It is the paper for de luxe booklets, catalogs and folders 
where flawless reproduction of colors, tones and detail is demanded. 
It is recommended for halftones up to 150-screen, and is suitable for 
regular, gloss or metallic inks. 


MAINEFOLD ENAMEL is a choice letterpress enamel paper, blue- 
white in shade, with a high-gloss finish. It is the outstanding value in its 
price range, combining exceptional printing qualities with visual appeal 
carefully balanced for brightness, shade and polish. It is recommended 


for halftones up to 150-screen, and is suitable for regular, gloss and 
metallic inks. 


POLAR ENAMEL DULL is a unique dull finish letterpress enamel. 
It combines a soft, velvety texture and a surface virtually free from 
polish or glare with printing qualities comparable to many high-gloss 
enamel papers. It is ideal for booklets and folders containing both text 
and illustrations such as annual reports. The matte finish adds color 
and brilliance to the illustrations and also makes the text easier to read. 
Polar Enamel Dull is recommended for halftones up to 133-screen, and 
is suitable for regular, gloss and metallic inks. 

MAINEFOLD ENAMEL DULL is an outstanding letterpress enamel 
paper, blue-white in shade, with a soft, rich texture and a matte surface 
unique in dull-coated papers. It is an exceptional value in dull-coated 
papers, offering superior printing qualities plus appearance character- 
istics meticulously balanced for maximum sales appeal. It is recom- 
mended for halftones up to 133-screen, and is suitable for regular, 
gloss and metallic inks. 


OFFSET PAPERS 


POLAR OFFSET ENAMEL is Oxford’s premier high-gloss offset 
paper. It is a lustrous, bright white paper with all the basic character- 
istics required for offset printing—high bond, dimensional stability and 
ink receptivity—plus a printing surface that is unsurpassed by any 


coated offset paper in its price range. It is suitable for regular, gloss or 
metallic inks, and halftones up to 175-screen. 


MAINEFLEX OFFSET ENAMEL is a superior offset enamel, blue- 
white in shade, with a smooth, high-gloss finish. It combines outstand- 
ing printing qualities and press performance with high brightness, 
surface uniformity and excellent polish. It is suitable for regular, gloss 
and metallic inks and halftones up to 175-screen. 


POLAR OFFSET ENAMEL DULL is a distinctive, brilliant white 
offset enamel combining a soft, mellow texture and a glare-free surface 
with superb printability and press performance. It has all the basic 
characteristics of the finest offset enamels plus a matte surface. The 
lack of gloss adds a feeling of depth to illustrations and is ideal for type 
matter. Polar Offset Enamel Dull is suitable for regular, gloss or 
metallic inks, and will print halftones up to 175-screen. 


MAINEFLEX OFFSET ENAMEL DULL is an exceptional offset 
enamel paper, blue-white in shade, with a soft, luxurious texture and a 
glare-free surface. It combines superior printing qualities with a matte 
surface that is ideal for type matter as well as illustrations. It is suitable 


for regular, gloss and metallic inks and will print halftones up to 
175-screen. 


COVERS— Matching cover stocks in 60 lb. and 80 lb., basis 20 x 26, are available for all North Star 
Coated Papers. Cover stocks are also ideal for greeting cards, menus, postcards and similar uses. 


STOCKED AND DISTRIBUTED BY 


Akron, Ohio The Cleveland Paper Co. 


Albany, N. Y.........W. H. Smith Paper Corp. 
Henley Paper Co. 
Vulcan Paper Corp. 


Asheville, N. C 
Atlanta, Ga 


Augusta, Maine John Carter & Co., Inc. 


Baltimore, Md. . Baltimore-Warner Paper Co., Inc. 
The Mudge Paper Co. 


Bethlehem, Pa. . Wilcox-Walter-Furlong Paper Co. 


Baston, Mass... .......00000% Andrews Paper Co. 
John Carter & Co., Inc. 
Tileston & Hollingsworth Co. 
Franklin-Cowan Paper Co. 
Henley Paper Co. 

Bradner, Smith & Co. 

Hobart Paper Co. 

Marquette Paper Corp. 
Midland Paper Co. 

Reliable Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Central Ohio Paper Co. 
The Cleveland Paper Co. 
Concord, N. H.........John Carter & Co., Inc. 
Dayton, Ohio..........The Whitaker Paper Co. 
The Central Ohio Paper Co. 
Chope-Stevens Paper Co. 
Henley Paper Co. 


Buffalo, N. Y 
Charlotte, N. C 
Chicago, Ill 


Cincinnati, Ohio 


Cleveland, Ohio 


Detroit, Mich 


Gastonia, N. C 


Hamden, Conn... ..Tileston & Hollingsworth Co. 
John Carter & Co., Inc. 
Green & Low Paper Co., Inc. 
Tileston & Hollingsworth Co. 
Henley Paper Co. 
Indianapolis, Indiana. MacCollum Paper Co., Inc. 
Kalamazoo, Mich....Bermingham & Prosser Co. 
Graham Paper Co. 
Lancaster, Pa.. Wilcox-Walter-Furlong Paper Co. 
Graham Paper Co. 
C. H. Robinson Co. 
Milwaukee, Wis... Allman-Christiansen Paper Co. 
Reliable Paper Co. 

Sensenbrenner Paper Co. 

Minneapolis, Minn. . Wilcox-Mosher-Leffholm Co. 
Graham Paper Co. 

John Carter & Co., Inc. 
Baldwin Paper Co., Inc. 
Bulkley Dunton & Co. 
Capital Paper Co., Inc. 
Crestwood Paper Co., Inc. 
Green & Low Paper Co., Inc. 
The Whitaker Paper Co. 
Bulkley Dunton & Co. 

J. B. Card and Paper Co. 
Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 


Hartford, Conn 


High Point, N. C 


Kansas City, Mo 


Louisville, Ky 
Manchester, N. H 


Nashville, Tenn 
New Haven, Conn 
New York, N. Y 


Newark, N. J 


Philadelphia, Pa 


OxFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. Sales Offices in NEW YORK * CHICAGO % BOSTON 


Pittsburgh, Pa..General Paper Corp. of Pittsburgh 
Portland, Maine C. H. Robinson Co. 
Providence, R. I........John Carter & Co., Inc. 
Tileston & Hollingsworth Co. 
Rochester, N. Y...Genesee Valley Paper Co., Inc. 
St. Louis, Mo Graham Paper Co. 
San Francisco, Cal Wilson-Rich Paper Co. 
Schenectady, N. Y.....W. H. Smith Paper Corp. 
Springfield, Mass........ John Carter & Co., Inc. 
Tileston & Hollingsworth Co. 
Syracuse, N. Y....Genesee Valley Paper Co., Inc. 
Trenton, N. J.........J. B. Card and Paper Co. 
W. H. Smith Paper Corp. 

Washington, D. C., 
Wilcox-Walter-Furlong Paper Co. 
Wichita, Kansas Graham Paper Co. 
Woodstock, Vt John Carter & Co., Inc. 
Worcester, Mass........John Carter & Co., Inc. 
Youngstown, Ohio The Cleveland Paper Co. 


OXFORD 
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NorthStar 


COATED PAPERS 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 





A public service program that turned out to be excellent 
sales promotion, didn’t just happen; it was planned. 


By Edward L. Van Riper 

First Vice President & Treasurer 
Caldwell, Larkin & Sidener-Van Riper 
Indianapolis 


In the case of one company, at 
least, name _ identification opened 
the way for what is believed to be 
the most unusual promotional ven- 
ture in the annals of the transpor- 
tation field — a venture that ter- 
minated last January but which 
will be paying dividends for years 
to come. 

The name? Mayflower. 

The company? Aero Mayflower 
Transit Co., Indianapolis. 

The promotion? A tie-in between 
Aero Mayflower and the ocean 
voyage of the Mayflower II, replica 
of the historic Pilgrim ship, which 
won world-wide attention with its 
voyage from England to America 
In April-May, 1957. 

The benefits? An_ incalculable 
amount of goodwill, greater recog- 
nition in the business community, 


nationwide publicity, and a com- 
pany film that will give Aero 
Mayflower a lasting “marriage” to 
the dramatic re-enactment of an 
event that stands as a living sym- 


bol of our country’s love of free- 
dom. 


> To be sure, all of this did not 
come about overnight. It began in 
the spring of 1955 when Aero May- 
flower made a generous contribution 
to help finance the permanent site 
for Mayflower II in this country, 
and it ended January 1, 1959, when 
Warwick Charlton, the man who 
conceived the idea for the May- 
flower II and sailed with her to 
America, completed a multi-thou- 
sand-mile, 42-state goodwill tour 
on behalf of the Indianapolis- 
based household moving organiza- 
tion. 

In that 3%-year period, Aero 
Mayflower has conducted an adver- 
tising-public relations-promotional 
program that has been productive 


beyond all expectations. 


@ It has won warm praise for the 
institutional advertising program 
that was timed to coincide with the 
landing of the Mayflower II in 
Plymouth, Mass. 


e It has received wide acclaim for 
the preparation of a tasteful repro- 
duction of the Mayflower Compact 
which it has distributed as a pub- 
lic service. 


e It has won the respect and ap- 
preciation of the people in the 
more than 200 cities visited by 
Warwick Charlton during his 1958 
tour. 


© It has been able to use this pro- 
gram as a vehicle to affect a closer, 
warmer bond between itself and 
its far-flung agency membership. 


e And it has produced a record 
book filled with newspaper-maga- 
zine clippings and complimentary 
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letters that testify to the program’s 
over-all value. 


> In all truth, it must be noted that 
not everyone in the Mayflower or- 
ganization was enthusiastic about 
this venture at the outset. There 
were skeptics who thought it could 
be no more than a one-shot promo- 
tional “gimmick” at best. There 
were others who believed the ben- 
efits would be minor in relation to 
the substantial investment, and that 
the company’s time and money 
could be spent better elsewhere. 
But under the direction of com- 
pany president, John Sloan Smith, 
Aero Mayflower “climbed aboard” 
the Mayflower II and has never 
had cause to regret it. 

The entire undertaking can be 
broken down into three phases: 


1. Participation in the actual voy- 
age; 


2. the film which documented the 
voyage; and 


3. Charlton’s cross-country tour at 
the conclusion of the voyage. 


Aero Mayflower became a part 
of the project in May, 1955, when 


Right From the Start . . 


it made a cash contribution to the 
Plimoth Plantation, a non-profit 
group in Plymouth, Mass., to which 
the ship ultimately was _ turned 
over. This action gave the Transit 
Company the opportunity to han- 
dle delivery of the ship’s cargo up- 
on its arrival at Plymouth. 

This was to be only the begin- 
ning. 


> Before the Mayflower II left 
England’s shores on April 20, 1957, 
Mr. Smith and I, with Arthur C. 
Kraus, head of the company’s In- 
ternational Division, made a fly- 
ing trip to England to complete ar- 
rangements for the role Aero May- 
flower was to play in the project. 
There, too, we visited the shipyard 
in Brixham where the Mayflower 
II was under construction. Six 
years in planning, the Mayflower 
II finally began to take form in 
July, 1955, when the keel was laid. 
It was not until September, 1956, 
that it was launched and it was 
seven months later that it set sail 
for America. 

So impressed were we by the 
sight of this shipyard activity and 
by the enthusiasm of the sponsors 
of the project that we immediately 
launched negotiations for the pur- 
chase of the film rights of the en- 
tire Mayflower II story. It was 
agreed that an English company 
which already had shot some film, 
would record on film everything 
on the ship’s construction, launch- 
ing and sailing. Upon our return 


. John Sloan Smith, Aero Mayflower’s president, observes 


worker busy on the Mayflower || at Brixham, England, shipyard, using old methods. 
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to the United States, we engaged 
Paul Alley Productions, New York, 
to “pick up” the ship as it neared 
U.S. shores, to shoot the land- 
ing scenes and to edit and produce 
the film in its final version. 


> As the sailing date neared, our 
agency plunged headlong into the 
advertising phase of the program. 
Large two-color magazine ads en- 
titled “The Mayflower Sails Again” 
were prepared, but held back until 
the ship set sail. We also prepared 
newspaper ad mats for use by 
company agents in their areas. This 
enabled the _ individual agents 
(more than 625) to tie in with the 
parent company’s participation in 
an event that had nationwide in- 
terest. 

“The Mayflower Sails Again” ad 
ran nationally in the May and/or 
the June issues of Ladies’ Home 
Journal, Life, Good Housekeeping, 
U. S. News & World Report, Busi- 
ness Week, and Nation’s Business. 

The publicity phase of the pro- 
gram was set in motion in the 
spring of 1957 by the Lawrence H. 
Selz Organization, Mayflower’s 
public relations agency in Chicago. 
Stories announcing Mayflower’s 
participation in the undertaking 
kicked off the program, but it was 
not until the ship’s landing at 
Plymouth that the first major pub- 
licity harvest was reaped. 


> In addition to receiving its share 
of the on-the-spot coverage at- 
tending the arrival of the Mayflow- 
er II, Aero Mayflower obtained 
nationwide publicity through a 
planned program of simultaneous 
news stories released by local 
agents on the day of the ship’s 
landing. The stories announced the 
local agent’s participation in the 
landing through his affiliation 
with the Transit Company. 

The Mayflower II, carrying 92 
Treasure Chests, crates and pack- 
ing cases filled with approximately 
a quarter of a million dollars, 
worth of quality British merchan- 
dise, was unloaded the day after 
its arrival in Plymouth. In a day- 
long operation the chests were 
lifted by crane from the ship’s 
hold, transferred to a fleet of mov- 
ing vans, then dispatched to a near- 
by clearing house where U. S. 
Customs officials began their in- 
spection. Following customs clear- 
ance, the chests were sped to their 
stateside destinations. Mayflower 
handled cargo deliveries to New 
York, Philadelphia, Boston, Pitts- 
burgh and Dayton, Ohio. 


> Timed with the landing of the 
Mayflower II, too, was the prepa- 





ration and distribution of a hand- 
some reproduction of the Mayflow- 
er Compact. Only company identi- 
fication on the Compact was the 
Transit Company imprint on the 
back of the four-page folder. 

Release of the Compact was 
scheduled for Arrival-Day, minus 
one, in Provincetown, Mass. It was 
here that the Mayflower II made 
a brief stop before reaching Ply- 
mouth to re-enact the signing of the 
historic document that proclaimed 
the Pilgrims’ right to self-govern- 
ment. Such was the acceptance of 
the Compact by the New England 
dignitaries attending the ceremony 
that we ultimately ordered a sec- 
ond printing of 20,000, the bulk of 
which was distributed to young- 
sters attending the National Boy 
Scout Jamboree in Valley Forge, 
Pa. 


> With the Mayflower II safely 
berthed stateside, we were able to 
begin work on printed material 
and promotional mailers — calen- 
dars, Christmas cards, posters, etc. 
— for use as merchandising pieces 
by the Transit Company as well as 
its agencies throughout the U. S. 
and Canada. We also published a 
special 12-page issue of the com- 
pany house organ, the Mayflower 
Aerogram, and devoted the entire 
edition to the arrival of the May- 


flower II. We had our own photog- 
rapher present in Plymouth to take 
exclusive photographs for the Aer- 
ogram when the ship arrived. A to- 
tal of 133 photographs are included 


in the special issue, one which 
evoked considerable comment from 
company employes and agents and 
others to whom it was sent. 

It was principally because of this 
issue that our agency won a Pre- 
mier Award from the National Ad- 
vertising Agency Network. We re- 


Widespread Impact . 


Rolling Promotion 
The trucks carrying 
the precious cargo 
were given special 
signs as they rolled 
across the country. 


ceived the highest honor accorded 
an internal house organ of news- 
paper format in competition with 
365 entries. At the same time our 
agency received an Award of Dis- 
tinction from the NAAN for its 
public relations program. 


> Along with the preparation of 
promotional pieces, we turned our 
attention to the second phase of 
the program, the film story of the 
voyage, for this was to be our pro- 
motional piece de resistance. 

The job of editing the thousands 
of feet of film into a 25-minute col- 
or motion picture was turned over 
to Paul Alley, one-time NBC news 
chief. Mr. Alley, working closely 
with representatives of our agency, 
began the task soon after the “shoot- 
ing” was over. Company and agen- 
cy officials gave their approval of 
the finished version in mid-Sep- 


. . Motion picture story of the building of the ‘‘Mayflower’’ and 


its trip across the Atlantic got wide audiences among schools, service clubs, etc. 


tember, and prints of “The May- 
flower Story” were ready for dis- 
tribution two weeks after the film 
premiere in New York on October 1. 

The film is a complete visual 
record, in narrative form, of the 
entire venture. Narration is by 
Robert Trout, CBS radio-television 
news commentator, based on high- 
lights from the magazine article 
written by Maitland A. Edey, Life 
correspondent, who was the only 
newsman aboard ship during the 
trans-Atlantic voyage. 

Crews of crack cameramen, 
shooting from vantage points on 
land, from ships brought alongside 
the Mayflower II during the cross- 
ing, from low-flying planes and 
helicopters, and even aboard ship, 
have documented the story of the 
voyage in its entirety. There are 
unusual scenes of the tiny vessel 
becalmed in the South Atlantic; 
others of the proud little square- 
rigger at full speed under full sail; 
and still more as it tosses about in 
an Atlantic gale when almost with- 


in sight of land. 


> We were careful to omit any com- 
mercial message in the film. Only in 
final scenes showing the ship’s car- 
go being loaded into company mov- 
ing vans is there oblique visual 
reference to the sponsor. The end 
title, superimposed over the May- 
flower II at sea, is a one-sentence 
from company president Smith. It 
reads: “This historic document has 
been presented for your entertain- 
ment by Aero Mayflower Transit 
Company, of Indianapolis, which 
was privileged to participate in the 
Mayflower Project and play a small 
role in the delivery of its cargo.” 

Publicity on the film has been 
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highly satisfactory. To begin with, 
we used the same technique which 
worked so effectively in tying in 
the local agents with the landing of 
the Mayflower II. This time the in- 
dividual agents were supplied with 
specially prepared stories for their 
local press; stories announcing the 
completion and availability of the 
motion picture and billing the 
agents as co-sponsors of the film. 
Subsequently, individuals (pro- 
gram chairmen, organization presi- 
dents, etc.) planning to show the 
film at regular or special gather- 
ings have been supplied with news 
releases detailing the impending 
showing. Because of its news val- 
ue, the film attracted considerable 
attention virtually wherever and 


whenever it was shown for the first 
time. 


> Distribution of the film was 
turned over to Modern Talking 
Picture Service, New York. Within 
two months after it was in circula- 
tion it had climbed to No. 1 on 
Modern’s “best seller” list. The 
film has been shown to an audi- 
ence in excess of 14 million per- 
sons through the first 12 months, 
according to Modern. It has aver- 
aged almost 1,000 showings per 
month, exclusive of private show- 
ings by Mayflower personnel and 
by company agents, more than 150 
of whom have purchased their own 
copies of the film. 

Company agents, alert to the op- 
portunity presented to them, have 
used the film to good advantage at 
traffic club sessions, businessmen’s 
meetings, fraternal organization 
gatherings, women’s and church 
club socials, and at schools of all 
levels. For example, Bill J. Carroll, 
manager of Mayflower’s Miami of- 
fice, reports that within two months 
after he had obtained a copy of the 
film, it had been shown to more 
than 8,000 high school and junior 
high school students in the Miami 
area. In addition, it ultimately was 
turned over to the Audio-Visual 
Department of the Dade County 
Board of Education for general use 
throughout the area’s 166 schools. 
Total student enrollment is in ex- 
cess of 325,000. 

In St. Louis, the agent there 
booked the film 14 times within 30 
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days. Groups to which it was 
shown included the Executive As- 
sociation of St. Louis, the Kiwanis 
Club, Presbyterian Church, John, 
Cochran Hospital, and the Ralston- 
Purina Company. The agency was 
deluged with letters of appreciation, 
certificates, citations and, best of all, 
dozens of future bookings. 

Television showings of the film 
have increased steadily during the 
past year, with a peak of accept- 
ance being reached during the 
Thanksgiving holiday season. In 
Chicago last Thanksgiving Day, 
the film was shown on two of the 
city’s five television channels dur- 
ing a 12-hour period. 

There is every reason to believe 
the film will continue to do well. 
Because of the inherent interest of 
the subject and the non-commer- 
cial treatment of the story, we ex- 
pect a very large circulation for 
the film over a long period of time. 


> The third phase of the program 
— the speaking tour by Warwick 
Charlton — achieved remarkable 
results largely because of the per- 
sonal persuasion of Mr. Charlton 
himself. He has been a _ goodwill 
ambassador for Mayflower wher- 
ever he has traveled. He has been 
an outstanding and interesting in- 
terview subject for radio and tele- 
vision: excellent “copy” for the 
nation’s press. 

In each city that Mr. Charlton 
visited, he was the guest of the 
local Mayflower agent. Personal 
appearance and speaking engage- 
ments were scheduled at school 
assemblies, civic banquets, service 
club luncheons, testimonial dinners, 
women’s club breakfasts, conven- 
tions, and informal after-dinner 
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Internal Publication . . . The story was 
given feature billing in the company’s 
employe tabloid. 


get-togethers. He dined with gov- 
ernors; he was made an honorary 
sheriff in Dallas; he was given the 
key to the city in Roanoke, Va., 
and he made the “blooper” of the 
year in Los Angeles when he pro- 
claimed, innocently enough, that 
Texas was his favorite state. 

Mr. Charlton’s tour was not that 
of a “pitchman” for Aero Mayflower 
or its moving services, but wher- 
ever he has been he has created for 
the company that wonderful in- 
tangible quality known as goodwill. 

School children, teachers, busi- 
nessmen, program chairmen, plain 
people and, most of all, company 
agents, have written to John Sloan 
Smith in Indianapolis thanking him 
for sending Mr. Charlton to their 
cities. He made a great impression 
wherever he visited — for himself 
and for Aero Mayflower. His “clip- 
pings” read like a who’s who of 
the American press; his tv appear- 
ances ranged everywhere from a 
street-corner interview in Chicago 
to a one-hour interview in Atlanta; 
his radio appearances were count- 
less. 

In Raleigh, N. C., officials of 
Mayflower’s agency rented a local 
theater in conjunction with Mr. 
Charlton’s visit. They mailed out 
invitations to some 800 persons. 
When the program started, the 
turnout was greater than that at- 
tracted by the preview showing of 
“The Ten Commandments” else- 
where in town. 

P. D. Spell, general manager of 
Raleigh Bonded Warehouse Inc., 
the Mayflower agency, said later, 
“We have realized more publicity 
from his (Charlton’s) visit with us 
than from anything that has ever 
happened during the 35 years our 
company has been in business.” 

After Charlton’s visit to Van 
Nuys, Cal., Robert J. Casey, owner 
of the Mayflower agency there, 
wrote to John Sloan Smith: “He 
(Charlton) is a tremendous per- 
sonality . . . I feel his appearance 
here was a highlight of my associa- 
tion with Aero Mayflower Transit 
Company.” 


> Said Mr. Smith in summarizing 
Mr. Charlton’s eight-month tour on 
behalf of the Transit Company: 

“We are proud of the work War- 
wick Charlton has done throughout 
the country, and I feel sure that our 
entire organization will reap the 
benefits of the goodwill he has 
helped to sow.” 

And so it has been with the entire 
voyage that we made with the 
Mayflower II. It was rough sailing 
at times, but we wouldn’t have 
missed it for the world. 44 
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CROCKER DAY-GLO* PAPER IS PERFECTLY 


PRACTICAL FOR PRACTICALLY ANY PURPOSE! 
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THE FILES ARE FULL OF PRACTICAL USES 
FOR CROCKER DAY-GLO® PAPER! 


Day-Glo paper increases the impact and improves the 
appearance of every kind of promotional piece! And 
there are dozens of practical ways to use it...on the 
windows and counters of supermarkets, drug stores, 
department stores, on products, in displays, in maga- 
zines and in the mail. 


Colors are actually four times as bright as the brightest 
ordinary colored papers. And Day-Glo coated papers 
are easy to print on by letterpress, offset, gravure, silk 
screen or multilith. Sheets lie flat for easy feeding. Folds 
are smooth and clean. Satin finish surface has high mar 
resistance plus excellent color fastness. 


Now available in six brilliant colors, and in various 
weights of cardboard, bristol board, gummed paper, 
pressure-sensitive paper, as well as standard coated 
paper. Try genuine Day-Glo stock next time you want 
to make a bright idea brilliant! 


SWITZER BROTHERS, INC. 


4732 St. Clair Avenue, Cleveland 3, Ohio 
DAY-GLO is a registered trademark of Switzer Brothers, Inc. 


CROCKER DAY-GLO PAPERS ARE AVAILABLE COAST 
TO COAST FROM ALL THESE PAPER MERCHANTS 


MANUFACTURER: Crocker, Burbank Papers, Inc. 
Fitchburg, Massachusetts 


ALABAMA, Birmingham: Dillard Paper Co. 
Stuickland Paper Company, Inc. 


ARIZONA, Phoenix: Blake, Moffitt & Towne 
Tucson: Blake, Moffitt & Towne. 


ARKANSAS, Little Rock: Western News- 
paper Union 


CALIFORNIA, Fresno: Biake, Moffitt & 
Towne e Los Angeles: Blake, Moffitt & Towne 
Ingram Paper Company e La Salle Paper 
Company e Sierra Paper Company e Long 
Beach: Blake, Moffitt & Towne e Oakland: 
Blake, Moffitt & Towne e Sacramento: Blake, 
Moffitt & Towne @ San Bernardino: Blake, 
Moffitt & Towne e San Diego: Blake, Moffitt 
& Towne e San Francisco: Blake, Moffitt & 
Towne e Bonestell & Company e San Jose: 
Blake, Moffitt & Towne e Stockton: Blake, 
Moffitt & Towne. 


COLORADO, Denver: Dixon & Company 


CONNECTICUT, East Hartford: Green and 
Low Paper Company, inc. e Hartford: The 
Rourke-Eno Paper Company, Inc. e New 
Maven: Carter Rice Storrs & Bement, Inc. e 
The Rourke-Eno Paper Company. Inc 


WASHINGTON, D. C.: Frank Parsons Paper 
Company, Inc 


FLORIDA, Miami: £. C. Palmer & Co., Ltd. 
Tampa: E. C. Palmer & Co., Ltd 


GEORGIA, Atlanta: Dillard Paper Company 
Vulcan Paper Corporation e The Whitaker 
Paper Company e Augusta: Dillard Paper Co 
Macon: Dillard Paper Company of Macon, Inc 


ILLINOIS, Chicago: Bermingham & Prosser 
Company e James White Paper Company 
Rock Island: C. J. Duffey Paper Company 


INDIANA, Indianapolis: The Central Ohio 
Paper Company e The Chatfield Paper Corp 


IOWA, Des Moines: Pratt Paper Company 
Western Newspaper Union e Sioux City: 
Western Newspaper Union 


KANSAS, Wichita: Western Newspaper Union 


LOUISIANA, New Orleans: E. C. Palmer & 
Co., Ltd. e Shreveport: Western Newspaper 
Union 


MAINE, Augusta: Carter Rice Storrs & 
Bement, Inc. e Portland: C. M. Rice Paper Co 


MARYLAND, Baltimore: Baltimore-Warner 
Paper Company, Inc. e The Paper Supply Co 


MASSACHUSETTS, Boston: John Carter & 
Co., Inc. @ Carter Rice Storrs & Bement 
Inc. e Cook-Vivian-Lindenmeyr Company, Inc 
Donald Wyman, Inc. e Springfield: Carter 
Rice Storrs & Bement, Inc. e The Rourke-Eno 
Paper Company, Inc. e Worcester: Butler- 
Dearden Paper Service Inc. e Carter Rice 
Storrs & Bement, Inc 


MICHIGAN, Detroit: Beecher Peck & Lewis 
The Union Paper & Twine Company e Flint: 
Beecher Peck & Lewis e Grand Rapids: Grand 
Rapids Paper Company e Kalamazoo: Ber- 
mingham & Prosser Company 


MINNESOTA, Minneapolis: C. J. Duffey 
Paper Company e St. Paul: C. J. Duffey 
Paper Company 


MISSISSIPPI, Jackson: Jackson Paper Co 


MISSOURI, Kansas City: Wertgame Paper 
Company e St. Lewis: Beacon Paper Company 
Bermingham & Prosser Company e Spring- 
field: Springfield Paper Company e Wert- 
game Paper Company. 


MONTANA, Billings: Western Newspaper 
Union 


NEBRASKA, Lincoln: Western Newspaper 
Union e Omaha: Western Newspaper Union 


NEVADA, Reno: Blake, Moffitt & Towne. 


NEW HAMPSHIRE, Concord: C. M. Rice 
Paper Company. 


NEW JERSEY, Newark: Central Paper Co 
Trenton: Central Paper Company 


NEW YORK, Albany: Hudson Valley Paper 
Company e Buffalo: The Alling & Cory Co 
The Union Paper & Twine Company, Inc 
Elmira: Horwitz Bros. e New York City: 
The Alling & Cory Company e Bulkley Dunton 
& Co., Inc. @ Crestwood Paper Co., Inc. 
Hobson Miller Paper Co., Inc. e Geo. W. Millar 
& Co., Inc. @ Milton Paper Company, Inc 
Nelson-Whitehead Paper Corp. e Royal Paper 
Corporation e The Whitaker Paper Company 
Willmann Paper Company, Inc. 

Rochester: The Alling & Cory Company 
Syracuse: The Alling & Cory Company 
Utica: The Alling & Cory Company 


NORTH CAROLINA, Asheville: Henley 
Paper Company e Charlotte: Dillard Paper 
Company e Henley Paper Company e Greens- 
bere: Dillard Paper Company e High Point: 
Henley Paper Company e Raleigh: Dillard 
Paper Company e Wilmington: Dillard Paper 
Company of Wilmington. 


NORTH DAKOTA, Fargo: Western News- 
paper Union 


OHIO, Cincinnati: The Chatfield Paper Corp 
Cleveland: The Alling & Cory Company e The 
Union Paper & Twine Company e Columbus: 
The Central Ohio Paper Company e Dayton: 
The Central Ohio Paper Company e Toledo: 
The Central Ohio Paper Company 


OKLAHOMA, Oklahoma City: Western 
Newspaper Union e Tulsa: Beene Paper Co 
Western Newspaper Union 


OREGON, Portiand: Blake, Moffitt & Towne 
West Coast Paper Company 


PENNSYLVANIA, Harrisburg: The Alling & 
Cory Company e Lancaster: Garrett-Buchanan 
Company e Philadelphia: Bentley Paper 
Corporation e Garrett-Buchanan Company 
A. Hartung & Co. e Matthias Paper Corpo- 
ration e Rhodes Paper Company e Pittsburgh: 
The Alling & Cory Company e Chatfield 
& Woods Co. e General Paper Corp. e Read- 
ing: Garrett-Buchanan Company 


RHODE ISLAND, Providence: Narragansett 
Paper Company e Providence Paper Company 


SOUTH CAROLINA, Columbia: Palmetto 
Paper Co. @ Greenville: Dillard Paper Co 


TENNESSEE, Knoxville: Dillard Paper Co 
Memphis: Western Newspaper Union e Nash- 
ville: Clements Paper Company. 


TEXAS, Amarillo: Kerr Paper Company 
Dallas: Olmsted-Kirk Company e Fort Worth: 
Olmsted-Kirk Company e Houston: Olmsted- 
Kirk Company of Houston e E. C. Palmer & 
Co., Ltd. e Waco: Olmsted-Kirk Company 


UTAH, Sait Lake City: Western Newspaper 
Union 


VIRGINIA, Bristol: Dillard Paper Company 
Roanoke: Dillard Paper Company 


WASHINGTON, Seattle: Blake, Moffitt & 
Towne e West Coast Paper Co. e Spokane: 
Blake, Moffitt & Towne e Tacoma: Allied 
Paper Company, Inc. e Blake, Moffitt &Towne 


WEST VIRGINIA, Charleston: Copco Papers 
Inc 


WISCONSIN, Milwaukee: The Bouer Paper 
Company 


CUBA, Havana: Compania Riera, Toro & Van 
Twistern S.A 


OTHER DAY-GLO PAPERS ARE AVAILABLE IN HANDY-TO-USE FORMS. For samples and complete information, consult the following 


manufacturers: CARDBOARDS: NAT-MAT DAY-GLO, National Card, Mat & Board Company, Chicago, Illinois 
GUMMED, Mid-States Gummed Paper Division of Minnesota Mining & Manufacturing Co., Chicago, Illinois 


Needham Heights, Massachusetts «+ 


GUMMED PAPERS: REALLY- FLAT 
*« LUDLOW GUMMED, Ludlow Papers, Inc., 
PRESSURE-SENSITIVE PAPERS: Available from many of the country’s leading pressure -sensitive coaters. 





Would Your Copyright 
Hold Up 


By Albert Woodruff Gray 


Charges were recently made in 
a suit before the United States Dis- 
trict Court by a Missouri newspa- 
per publisher that copyrighted ad- 
vertisements had been infringed by 
a competing publisher. Each issue 
of these newspapers carrying these 
ads had been copprighted. The court 
however called attention to an old 
but frequently forgotten principle of 
law. 

“Although these ads all appeared 
in copyrighted editions of one or 
another of these publishers’ news- 
papers and such copyright clearly 
covers all the component parts 
which make up a copyrighted edi- 
tion, these advertisements of them- 
selves were not, in the opinion of 
the court, copyrightable and the 
reproduction of them by the com- 
peting publisher was not a viola- 
tion of the copyright. 


Copyright protection 


in Court? 


“Most of these ads were in all 


respects like the ads we see in 
newspapers every day. The cuts or 


matrices, prices and other informa- 
tion being furnished by the adver- 
tiser. The advertiser and the adver- 
tising salesman cooperating to pre- 


pare the form of the ads and the 


figures and words included therein. 
Such ads are frequently run in dif- 


ferent papers without change in 


any manner.” 


To this the court in this Missouri 
controversy added the conclusion, 


“The advertiser certainly retains 


the property rights in such ads and 


may cause them to be run and re- 
run as he desires. 


“If this were not so every mer- 
chant would be precluded from ever 


reproducing an advertisement in 


which he used the same words and 


the same cuts or matrices of the 


same advertised commodities in two 
different papers, if the issue of one 


is available only for the 


description of ideas but not for ideas themselves. 
Advertisements without novelty and originality are 
not descriptions subject to copyright but merely 
ideas in merchandising and selling 


of those papers was copyrighted. 
Certainly the law never anticipated 
such restrictions upon the rights of 
merchants to freely advertise their 
merchandise.”? 


> As authority for its conclusion in 
this case the court followed a de- 
cision made by that same court a 
short time before. There had been 
emphasized a feature that in many 
instances deprives a dealer of copy- 
right protection for his advertising. 

The composer of a musical com- 
position copyrighted as “Tic Toc” 
charged a brewing company with 
infringement of this copyright in 
the advertising jingle, “Tic Toc, Tic 
Toc, Time for Muehlebach.” 

This infringement action was dis- 
missed. There was, the court held, 
no valid copyright and hence, no 
infringement. “To be copyrightable 
a work must be original in that the 
author has created it by his own 
skill, labor and judgment. 

“Originality in the above con- 
text means that a material added to 
what is in the public domain must 
have aspects of novelty and be 
something more than a trivial addi- 
tion or variation.’”? 


> Within the past few months this 
distinction between the expression 
of an idea, which is subject to copy- 
right, and the idea itself, to which 
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no such protection is extended, ap- 
peared clearly in a suit involving 
the copyright of some legal forms. 

Here the language of the copy- 
righted forms had been used, but 
in exonerating the user from the 
charge of copyright infringement 
the court held that in so far as the 
use of the language in such ma- 
terial was merely incidental to the 
idea itself, there was no infringe- 
ment. Such a conclusion, here made 
applicable to the copyright of legal 
forms, applies with equal force to 
advertisements.* 


>In a suit in California infringe- 
ment was charged in the use in the 
advertisement of a chair, of the 
phrase “This is nature’s most rest- 
ful posture.” By the court it was 
said in reference to this charge: 
“I do not think that this phrase, 
which is purely descriptive of the 
product, can sustain this action, 
even with the slight requirement 
of originality in the law of copy- 
right as applied to advertisements. 
For, as said by the Court of Ap- 
peals, one could not copyright a 
system or method of selling a prod- 
uct. 

“And while these advertisers 
could copyright a set of original 
symbols or designs used as a means 
in the sale of their product, a rep- 
resentation of a chair with a hu- 
man form in it does not constitute 
protectable originality.’”’* 


>In an earlier but very similar 
case in New York the publisher 
of an advertising card displaying 
various paint colors contended his 
card had been infringed by another 
dealer’s display of colors in the 
same manner. 

Dismissing the action brought 
here for infringement the court said, 
“It is an advertisement and nothing 
more. Aside from its function as an 
advertisement of the paints it has 
no value. What the copyright laws 
secure is the exclusive right to 
make and sell copies of the copy- 
righted matter. 

“This dealer has issued a card to 
which are attached square bits of 
paper of various colors. The colors 
on these squares are different from 
the colors upon the competitor’s 
card. One eard is an advertisement 
of certain paints sold by one per- 
son. The other is an advertisement 
of certain other paints sold by an- 
other person. 

“No person by reading or seeing 
the one can acquire any of the in- 
formation conveyed by the other. 
The complaint is, not that the com- 
petitor has copied the card—that 
would occasion no loss but the con- 
trary, for it would be a gratuitous 
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advertisement for his paints,—but 
that the competitor in advertising 
his wares has adopted the same 
method pursued by him in adver- 
tising his wares and his claim 
amounts, in the substance, to claim- 
ing the exclusive right to employ 
that method of advertising. Such a 
right cannot be, in my opinion, ac- 
quired under the copyright laws.”* 


> Pamphlets in another instance 
that occurred in an Illinois court, 
that related to the operation of in- 
surance companies, had been copy- 
righted by their authors. Later sim- 
ilar pamphlets had been distributed 
by others in which portions of this 
copyrighted material had been in- 
cluded. The infringement action in 
this instance was dismissed by the 
federal court with the comment: 
“The author of these pamphlets 
recognizes the company’s right to 
the use of the plan or method 
taught in these pamphlets but de- 
nies it the right to use the words 
necessary to effect such use. 

“It appears to us that the con- 
cession is not consistent with the 
denial. The author attempts to com- 
pare the instant situation with 
books containing plans and descrip- 
tions for houses or plans for formal 
gardens or plans for interior dec- 
orations. 

“In such instances however, the 
disclosure of the plans may be put 
to use by the utilization of mate- 
rial, tools and equipment in the 
hands of the mechanic or work- 
men.” 

Then of the analogy of the use of 
tools to the use of this copyrighted 
material the court continued, “In 
the instant situation there is no 
room for the skill of the mechanic 
or artisan in utilizing the plan or 
the method disclosed. Its use to 
which the public is entitled can be 
effected solely by the employment 
of words descriptive thereof. In 
our view where the use can be 
effected only in such manner there 
can be no infringement even though 
the plan or method be copied. 


REFERENCES 


(1) Inter-City Press, Inc. v. Siegfried, 
U. S. Dist. Ct., Western Dist. 
Missouri, July 22, 1958 

(2) Smith v. Geo. E. Muchlebach 
Brewing Co. 140 FS. 729, 
March 13, 1956 

(3) Continental Casualty Co. v. 
Beardsley, 253 Fed. 2d 702, 
New York, March 24, 1958 

(4) Laskowitz v. Marie Designer, 119 
F. S. 541, California, February 
23, 1954 

(5) Cobbett v. Woodward, 14 Law 
Reports. Equity Cases 407 
(1872) 

(6) Baker v. Selden, 101 U.S. 99, Jan- 


uary 19, 1880 


“We realize that such a view 
leaves little if any protection to the 
copyright owner. In fact it comes 
near to invalidating the copyright. 
This situation however results from 
the fact that the practical use of the 
art explained by the copyright and 
lodged in the public domain, can 
be attained solely by the employ- 
ment of language which gives ex- 
pression to that which is disclosed.” 

This the court supplemented with 
the further statement, “Such com- 
parison adds strength to the view 
heretofore expressed that these 
companies’ rightful use of the art 
disclosed could only be accom- 
plished by the accompaniment of 
words which described this author’s 
method.” 


> This feature of advertising law 
that the right to use the idea and 
method set forth in a copyrighted 
description, permits the use of the 
words themselves when no other 
method can be successfully em- 
ployed, was first established by an 
English decision in the latter half 
of the past century, and later 
adopted by the Supreme Court of 
the United States. 

There an upholsterer was con- 
ducting a flourishing business. In 
1866 he published a book on fur- 
nishing and furniture, “Cobbett & 
Co.’s New Furnishing Guide,” con- 
taining remarks on housekeeping 
with illustrations of furniture sold 
by the author of this pamphlet. 

After this pamphlet had been 
copyrighted a competitor published 
“F. Woodward & Co.’s Illustrated 
Furnishing Guide,” or “New Fur- 
nishing Guide.” To a great extent 
the second publication was copied 
from the earlier book, both in plan 
and style. Suit for infringement 
brought by the first advertiser to 
restrain the alleged pirating of his 
advertising material ended in a re- 
fusal by the court to grant him any 
relief. 

“The first question,” said the court 
in its decision of the controversy, 
“is, does the defendant really sell 
the articles he describes in this 
work? The next, if he does, is he 
entitled to tell the public that he 
does so? 

“T am of the opinion that he does 
really sell the articles and next, I 
am of the opinion that there is no 
monopoly in the construction and 
sale of these articles and conse- 
quently, that he is entitled to tell 
the world that he does so sell them. 
The only question is whether he is 
entitled to tell the world that he 
does so in the form and manner 
which is shown by the contents of 
the work. 

“If a man, not being a vendor of 





any of the articles in question were 
to publish a work for the purpose 
of informing the public of what was 
the most convenient species of ar- 
ticles of household furniture, or the 
most graceful species of decorations 
for articles of household furniture, 
what they ought to cost and where 
they might be bought, and were to 
illustrate his work with designs and 
with drawings of each article he 
described—such a work as. this 
could not be pirated with impunity 
and the attempt to do so would be 
stopped by injunction. 

“Yet if it were done with no such 
object but solely for the purpose 
of advertising particular articles for 
sale, and promoting the private 
trade of the publisher by the sale 
of articles which any other person 
might sell as well as the first ad- 
vertiser, and if in fact it contained 
little more than an illustrated in- 
ventory of the contents of a ware- 
house, I know of no law which, 
while it would not prevent the sec- 
ond advertiser from selling the 
same articles, would prevent him 
from using the same advertisement 
provided he did not in such ad- 
vertisement by any device, suggest 
that he was selling the works and 
designs of the first advertiser. 

“At the same time I am bound 
to say that where it is shown that 
the second advertiser has been 
making use literally of the draw- 
ings of the first advertiser and 
copying them precisely, I think that 
the court, though it could not stop 
him from taking that course, must 
feel that a use has been made of 
the works of the first advertiser 
which would not be considered fair, 
amongst gentlemen nor amongst 
fair traders. 

“But at the last it comes around 
to this, that in fact there is no 
copyright in an advertisement. If 
you copy the advertisement of an- 
other you do him no wrong unless 
in so doing you lead the public to 
believe that you sell the articles of 
the person whose advertisement you 
copied.’’> 


> By the United States Supreme 
Court a few years later this Eng- 
lish decision was adopted as the 
law of this country. In that case 
was involved a copyrighted book- 
keeping system. In its decision of 
the action brought by the author 
for what he contended was an in- 
fringement of the copyright of his 
book the court said: “The plausi- 
bility of the claim put forward by 
the author in this case arises from 
a confusion of ideas produced by 
the peculiar nature of the art de- 
scribed in the books which have 
been made the subject of copy- 
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right. In describing the art, the 
illustrations and diagrams employed 
happened to correspond more close- 
ly than usual with the actual work 
performed by the operator who 
uses the art. 

“These illustrations and diagrams 
consist of ruled lines and headings 
of accounts. And it is similar rules 
lines and headings of accounts 
which in the application of the art, 
the bookkeeper makes with his pen 
or the stationer with his press, 
whilst in most other cases the 
diagrams and illustrations can only 


How to Read Releases 


By Vic Petchul 

Editor 

Appliance Manufacturer 
Chicago 


During any given month, thou- 
sands of news releases cross our 
desks, Public relations, publicity, 
getting your name or story into 
print, is a big business these days. 
And, lo, the poor news release 
writers who have to make every- 
thing important to get the company 
or client into print. In their frantic 
zeal, they are really rewriting the 
dictionary. 

How? Well, they use key words 
designed to make the release im- 
portant enough to print. “New” 
is the most overworked. Then they 
have to make it newer than new for 
something that is really new. This 
snowballs, ad infinitum. 

Editors really aren't born cynics, 
but this constant screaming and 
overplaying helps make them that 
way. So in our own cynical way, 
we read all these key words with 
our definitions of what the writer 
“really” means for evaluation. So 
here, for novices, is a basic guide 
to interpreting appliance 
press releases. 

new—Last year’s model, but we 
are trying for one more plug about 
it. 


industry 


all new—Last year’s model with 
a change in control knobs. 

completely new—The 
been changed, also. 

newly improved—Service prob- 
lems on this one were running us 
into bankruptcy. 

unprecedented—No one else has 
been nuts enough to build one this 
way before. 

revolutionary—Part of it 
or we're bucking the 
trends. 

automatic—It has an on-off switch 

fully automatic—on-off switch plus 
a speed control knob. 

completely automatic—We have 
so many control knobs you need 


trim has 


rotates, 
industry 


be represented in concrete forms 
of wood, metal, stone or some other 
physical embodiment. 

“But the principle is the same in 
all,” continued the court. “The de- 
scription of the art in the book, 
though entitled to the benefits of 
copyright, lays no foundation for 
an exclusive claim to the art itself. 
The object of the one is explana- 
tion. The object of the other is use. 
The former may be secured by 
copyright. The latter can only be 
secured if it can be secured at all, 
by letters patent.”® 44 


pre-flight training to operate it. 
automated—We're back to just 
om on-off switch. 
industry spokesman—None of our 
management wanted this statement 
attributed to him. 


industry leader—H e's 
chased by everyone. 


sales doubled—We sold two this 
month. 

400 percent 
four this month. 

1000 percent production boost— 
We were closed down last month. 

unique—Every other way of doing 
it was sewed up by valid patents. 

magic action—When the engineer 
explained how it works, we didn't 
understand him. 

suggested list 
cost that much. 

estimated—lIf it's estimated sales, 
the true figure will run lower. If it’s 
a service estimate the true figure 
will run higher. 

nominal cost—The price is 
high to print. 

budget priced—It's cheap. 

deluxe model—Our stripped down 
unit. 

super deluxe model—The middle 
of the line. 

Mark XXX—What would have 
been our deluxe if we hadn't 
changed the whole language, or 
you get a case of whisky as a 


premium. 

industry first—Everybody else was 
ahead of us, but we’ve got a new 
name for it. 


discounters are a menace—We 
haven't been able to get enough 


volume through discounters. 

discounters are becoming legiti- 
mate—We're doing a satisfactory 
volume with them. 

All this brings to mind the two 
appliance public relations men who 
met on the street. “How are things 
going at your plant, Joe?” 

“Man! Fantastic, colossal, mag- 
nificent, but maybe it will pick up 
next month.” 


being 


increase—We sold 


price—It doesn’t 


too 


—reprinted from “Appliance Manufacturer’ 
December 
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Seventeenth in AR's series on external publications 


Pee ake COT 
YOUR PUBLICATION 
PrcN runs: COSTS 


A printer wise in the ways of external publications passes on some 


practical hints on how to save money on your printing bills. 


How can house magazine editors 
cut costs and still do an efficient 
editing and production job? 

The price of printing any maga- 
zine, by any process, is a reflection 
of the complexity of the production 
operations necessary to produce it. 
In letterpress, the preliminary costs 
of page make-up, cuts, and press 
make-ready are higher than the 
cost of corresponding operations in 
offset. On the other hand, once the 
press is running, letterpress is gen- 
erally more economical than offset. 

Costs can be substantially re- 
duced by: 


@ In letterpress, by eliminating sil- 
houettes, reducing the number and 
size of halftones and line cuts. 


® By reducing the number of bleeds 
on the pages. Forms containing 
bleed pages take longer to lock up 
and, if their position is not carefully 
considered, may require a larger 
sheet of paper. 


® By use of standing type. In re- 
printing, the use of standing type 
and cuts from letterpress runs is 
most feasible. 


® By using offset for complex lay- 
outs, such as those with large ben- 
day areas, reverses, combination 
half-tone-line cuts, and a_ large 
number of cuts. 


@ By using offset when paper is 
changed to a text sheet and halftone 
reproduction is required. (Letter- 
press cannot print good halftones or 
fine bendays on anything but a very 
smooth surface coated stock.) 


e By carefully studying all angles 
to determine correctly which proc- 


This article is adapted from a report 
in “Eye.” published by the House Mag- 
azine Institute, on a special meeting 
held by the HMI at the Thomas Clay- 
don Printing Co., New York. 


ess will best accomplish the editor’s 
purpose. 


> In letterpress, care must be taken 
to avoid running up composing 
room and make-up time. Layouts 
involving many halftones, rules, 
borders, type run-arounds, and 
copy set in boxed rules, all have 
their uses, but a little of this sort 
of thing goes a long way. Where 
color is used extensively, spacing 
out, checking galley, and registering 
color forms can become a big item 
in costs. 

Another disadvantage of letter- 
press is the impracticability of re- 
making and/or re-paging a book 
once it has reached page proof form. 
If this situation is going to arise fre- 
quently, this particular disadvan- 
tage might be minimized by design- 
ing a more elastic format. 


> The following procedure is sug- 
gested for efficient production. 


Copy: All copy should be typed 
to size, copyfitted and approved be- 
fore it reaches the printer. This en- 
ables the printer to go directly to 
page proofs and keeps composing 
room time to a minimum. 


Halftones and Cuts: To avoid dou- 
ble processing engravings, it is best 
that the editor submit properly 


cropped pictures and drawings to 
his printer. 


Layout: A rough pencil dummy 
based on accurate cropping and 
copyfitting should be sent to the 
printer with each issue. 


Elements of Design: In either let- 
terpress or offset, a well designed 
magazine consists of proper layout 
of typography and _ photography 
within the allotted space. While 
space in most house magazines is 
predetermined in number of pages 
and size, typography, photography 
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and color are tools with which the 
editor can emphasize and give char- 
acter to what he has to say. To use 
these tools effectively, the editor 
must develop an esthetic sense for 
visual proportions and weight. 

For the editor seeking unusual 
effects, help may be obtained from 
many sources. The Diderot Encyclo- 
pedia, one of the richest sources of 
good uncopyrighted illustrations in 


wood-cut style, is an example of 
one. 


> Procedure may vary depending 
upon whether the magazine is pro- 
duced by letterpress or offset and 
from one set of conditions to an- 
other. However, it is advisable to 
have the guidance of an outlined 
procedure. 

Generally speaking, the printer is 
ready and willing to serve in an ad- 
visory capacity above and beyond 
the terms of his service. However, 
the value of such advice will vary 
to the same extent that his individ- 
ual capabilities and equipment setup 
may. In order to know in advance 
the extent of services an editor may 
expect, it is best for him to obtain a 
written estimate including a listing 
of non-chargeable services. 


> The best time to consult the serv- 
ices of your printer is when your 
magazine is in its planning stage. 
The printer, who has the experience 
of many related fields and house 
magazines which he has been pro- 
ducing over the years, can be of 
great help to you in giving you new 
ideas and can cut costs in many 
areas. This service on the part of 
the printer is not chargeable and it 
should be utilized by the editor 
whenever possible. 

Because of the great demand for 
integrated service from the printer, 
progressive printing firms have pro- 
vided extensive art and layout serv- 
ices for their customers at nominal 
fees. Here again the editor can co- 
ordinate all his activities with a sin- 
gle source capable of giving him 
efficient service of high quality at a 
reasonable cost. 44 
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.T HAT SPEAKS FOR 


whisper 

the message, 

Or SHOUT it... 

it’s poetry on paper 


when the paper is NEKOOSA OFFSET 


For creativeness, craftsmanship, and 

color, your paper choice must be versatile 

NEKOOSA Offset. Color? It leaps to 

life on Nekoosa. Blacks and halftones? 

They’re crisp, clean, sharp. There is 

more than meets the eye, too, for Nekoosa 

feeds better, does not curl or wrinkle, 

and inks lay faster, more evenly. 

Use NEKOOSA Offset . . . brilliant new 

paper for printing achievement. ORCHID 


Nekoosa Offset, Vellum Finish YELLOW 


Pastel Colors Basis 50, 60 and 70 
8% x lle 8% x 146 17% x 22% « 23 x 35 
23 x 29 25 x 38 35 x 45 38 x 50 TANGERINE 


White, Vellum Basis 50, 60, 70 and 80 
8% x lle 8% x 146 17% x 224% « 23 x 35 
23 x 29 25 x 38¢ 35 x 456 38 x 50 


Nekoosa Offset, Regular Finish 


White only Basis 50, 60, 70, 80 and 100 
Standard Stock sizes 


Nekoosa Offset, Fancy Finishes 


Finesse, Linen, Ripple 


These colors are reproduced 
by four color process and may 
vary slightly from stock colors 


Eight pastel colors from glamorous orchid to vigorous gray, demon- 
Ask your Nekoosa Paper Merchant for samples. strate extra color versatility achieved on Vellum Finish Nekoosa Offset. 





A Abilene, Texas 


Southwestern Paper Company 
Millcraft Paper Company 
Butler Paper Company 
Louisiana Paper Company, Ltd. 
Kerr Paper Company 

Universal Paper Company 

.... Vulcan Paper Corporation 
. The Whitaker Paper Company 
The Barton, Duer & Koch Paper Co. 
The Paper Supply Company 
Louisiana Paper Co. of Baton Rouge, Inc. 
Cortright Paper Co., Div. 
Yellowstone Paper Company 
Binghamton Paper Company 
Jefferson Paper Company 
...+... D. F. Munroe Company 
. Seaboard Paper Company, Inc. 
Tileston & Hollingsworth Co. 

.. Equity Paper Company 

. Gebhard Paper Co., Inc. 
Vermont Paper Company, Inc. 
Ward Thompson Paper Company 
Herrington Paper Company 

J. W. Butler Paper Company 

; Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 

8 Midland Paper Company 
The Whitaker Paper Company 

. The Cincinnati Cordage & Paper Company 
; Millcraft Paper Company 
Columbia, South Carolina .. Palmetto Paper Company 
Columbus, Ohio The Cincinnati Cordage & Paper Company 
Cumberland, Maryland Tri-State Paper Company 
Dallas, Texas Southwestern Paper Company of Dallas 
Davenport, lowa The Peterson Paper Company 
Dayton, Ohio The Cincinnati Cordage & Paper Company 
Denver, Colorado Butler Paper Company 
Des Moines, lowa Pratt Paper Company 
Detroit, Michigan Butler Paper Company 
Dubuque, lowa Weber Paper Company 
Duluth, Minnesota Martin F. Falk Paper Company 
Elmira, New York Horwitz Brothers 
Enid, Oklahoma Enid Paper Company 
Evansville, Indiana Butler Paper Company, Inc. 
Fargo, North Dakota Dacotah Paper Company 
Fort Worth, Tex., Southwestern Paper Company of Fort Worth 
Gloucester City, New Jersey Rhodes Paper Company 
Grand Rapids, Michigan Central Michigan Paper Co. 
Hackensack, New Jersey Garfield Card & Paper Co. Inc. 
Harrisburg, Pennsylvania ; Penn Paper Company 
Helena, Montana Ward Thompson Paper Company 
Holyoke, Massachusetts . Plymouth Paper Company, Inc. 
Houston, Texas Southwestern Paper Company 
Huntington, W. Va. . The Cincinnati Cordage & Paper Company 
Idaho Falls, Idaho American Paper & Supply Company 
Indianapolis, Indiana Century Paper Company 
Jackson, Michigan Crown Paper & Bag Co. 
Jackson, Mississippi Central Paper Company 
Jacksonville, Florida Jacksonville Paper Company 
Jamestown, New York Millcraft Paper Company 
Jersey City, New Jersey Gotham Card & Paper Co., Inc. 
Kansas City, Missouri Oras, .. Butler Paper Company 
Knoxville, Tenn. The Cincinnati Cordage & Paper Company 
Laconia, New Hampshire Goodwin Paper Company 
Lewiston, Maine Berry Paper Company 
Little Rock, Arkansas Arkansas Paper Co. 
Long Beach, California Sierra Paper Company 
Los Angeles, California Sierra Paper Company 
Louisville, Kentucky Superior Paper, Inc. 


Akron, Ohio er 
Albuquerque, New Mexico 
Alexandria, Louisiana 
Amarillo, Texas 
Appleton, Wisconsin 
Atlanta, Georgia ... 
Atlanta, Georgia 
Baltimore, Maryland 
Baltimore, Maryland .. 
Baton Rouge, La. ... 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama . 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massachusetts 
Bridgeport, Connecticut 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 

Canton, Ohio 

Cedar Rapids, lowa 
Charlotte, North Carolina 
Chattanooga, Tennessee 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Illinois 
Cincinnati, Ohio 
Cleveland, Ohio 


NEKOOSA-EDWARDS PAPER COMPANY - 
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is distributed by... 
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Macon, Georgia 

Memphis, Tennessee 
Miami, Florida 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile, Alabama 

Monroe, Louisiana 
Montgomery, Alabama 
Nashville, Tennessee 
Newark, New Jersey 

New Orleans, Louisiana 
New Orleans, Louisiana .. 
New York, New York 
New York, New York 
New York, New York 
New York, New York ... 
New York, New 

New York, New 

New York, New 

Oakland, California 
Ogden, Utah 

Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 

Peoria, Illinois . 
Philadelphia, Pa. . 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona .... 
Pittsburgh, Pennsylvania . 
Portland, Oregon 
Providence, Rhode Island 
Pueblo, Colorado .. 5 
Raleigh, North Carolina . 
Reading, Pennsylvania . 
Rochester, New York .... 
St. Louis, Missouri 

St. Paul, Minnesota 
Salt Lake City, Utah .. 
San Antonio, Texas 

San Diego, California 
San Francisco, California 
Savannah, Georgia 
Scranton, Pennsylvania 
Seattle, Washington 
Shreveport, Louisiana 
Sioux Falls, South Dakota 
Spokane, Washington .. 
Springfield, Missouri . 
Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 

Terre Haute, Indiana 
Texarkana, Texas 
Toledo, Ohio 


The Macon Paper Company 
Western Newspaper Union 
Everglade Paper Company 
Standard Paper Company 
Universal Paper Company 

Butler Paper Company 

Gopher Paper, Inc. 

The Paper Supply Co., Inc. 

Partin Paper Company 

Louisiana Paper Company, Ltd. 

W. H. Atkinson 

Bond-Sanders Paper Company 

The Paper Mart, Inc. 

Butler Paper Company, Inc. 

The D and W Paper Company, Inc. 
Bishop Paper Company, Inc. 
Greenwich Paper Corporation 
Herman Grover 

Marquardt & Company Incorporated 
Hobson Miller Paper Co., Inc. 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 

Pacific Coast Paper Company 
American Paper & Supply Company 
Oklahoma Paper Co. 

Field Paper Co. 

Central Paper Company 

J. W. Butler Paper Company 
Philadelphia Card & Paper Co., Inc. 
Rhodes Paper Company 

Schuylkill Paper Company 

Butler Paper Company 

. The Central Ohio Paper Company 

West Coast Paper Company 

Providence Paper Company 

Butler Paper Company 

Paper Company 

x M. J. Earl Co. 
. Economy Paper Company, Inc. 
Butler Paper Company 

Anchor Paper Company 

. American Paper & Supply Company 
Shiner-Sien Paper Company 

Sierra Paper Company 

Pacific Coast Paper Company 
Atlantic Paper Company 

Elm Paper Company 

West Coast Paper Company 
Louisiana Paper Company, Ltd. 
Sioux Falls Paper Company 

McGinnis Independent Paper Company 

Butler Paper Company 

. Allied Paper Company, Inc. 

Capital Paper Company 

Tampa Paper Company 

Mid-States Paper Company, Inc. 
Louisiana Paper Company, Ltd. 

. Paper Merchants Incorporated 
Tulsa, Oklahoma Senate s Beene Paper Company 
Tyler, Texas = Etex Paper Company 
Walla Walla, Washington . Snyder-Crecelius Paper Co. 
Washington, D. C. . The Barton, Duer & Koch Paper Company 
Wheeling, West Virginia Clarke Paper Company 
Wichita, Kansas Butler Paper Company 
Williamsport, Pennsylvania .. Susquehanna Paper & Box Corp. 
Worcester, Mass. . Bancroft-Worcester Paper Company, Inc. 


Export 


New York, New York . 
New York, New York .. 
Vancouver, B. C. 


Champion Paper Corporation, S. A. 
Paper Corporation of United States 
Smith, Davidson & Lecky, Ltd. 


PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 
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Colored stock can add extra impact to your 


printed piece, without extra cost. 
expert guides you to its most effective use. 


By Charles V. Morris 

Director of Sales & Advertising 
Marquardt & Company 

New York 


I’m the first to admit and the last 
to deny that we live in a graphic 
arts world of white paper, colored 
inks and multi-color printing 
presses. 

And I can well understand this 
philosophy of today’s printers and 
lithographers. Multi-color presses 
are common and daily they grow in 
number in the nation’s printing and 
lithographic shops. Printers and 
lithographers are selling the power 
of color as a sales aid, designers are 
designing with full color, and ink 
manufacturers are leaving no stones 
unturned in their campaigns to 
make Americans color conscious. 

Nevertheless, designers of print- 
ing and advertising are neglecting to 
use a design element that has tre- 
mendous value, both as an attrac- 
tive ingredient of design, and as an 
economical means of designing color 
into advertising. 


Here an 


Examples of the effective use of 
colored papers in direct advertising 
and sales promotion are lamentably 
lacking. And more’s the pity. 


> Strathmore Paper Co. said it a 
long, long time ago in an unforget- 
table advertising slogan, “Paper is 
Part of the Picture.” Designers took 
Strathmore at its word. Editor Dick 
Hodgson, suggesting that I write 
such a story as this, expressed the 
same thought when he referred to 
colored papers as “automatic second 
colors” in advertising printing. 

As judge of the New York Em- 
ploying Printers Assn.’s annual ex- 
hibition of printing these past sev- 
eral years, I’ve publicily deplored 
the lack of colored papers that hang 
among the prize-winning exhibits. 
I’m happy to report that as each of 
the last three years’ exhibitions 
made history, an increasing number 
of colored papers found their way 
into the hangings. But, unless de- 
signers across the country do some- 
thing about using more colored pa- 
pers more effectively, such design- 


ing could become a lost art. 

When I deplored the lack of 
colored —, hanging in the 1958 
edition of the New York Employing 
Printers Assn.’s show, a designer in 
the audience struck back with this 
criticism. “You paper people,” he 
said, “don’t bother to show printers 
and their designers how they can 
use more colored papers.” 


> On the face of it, that criticism is 
unjust. Paper manufacturers’ ad- 
vertising and sales promotion ma- 
terial long has been demonstrating 
the effectiveness of colored papers 
as design elements. Paper people 
like Appleton Coated Paper Co.’s 
Gene Colvin, Strathmore Paper 
Co.’s Bob Clark, Curtis Paper Co.’s 
Allen Horton, Hamilton Paper Co.’s 
George Sherwood, Mohawk Paper 
Co.’s George Robinson and Lin- 
weave’s Tom Chambers, just to 
name a few, continuously reach into 
the bullrushes with their color 
stories. 

To Appleton, Curtis, Strathmore, 
Linweave, Hamilton, Mohawk, et al, 
making colored papers is serious 
business. They want to keep it that 
way. The: colors they market are 
distinctive. Seldom do the colors of 
papers these manufacturers style 
match the colors of papers made by 
the others. This is true even when 
brand names are competitive in ap- 
pearance, surface character and 
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looking 
for 


Electros are one of the few things 


advertising people buy sight unseen. 


At Reilly, our eyes act as your eyes. duplicates of the originals, but master- 

They are wide open, seeing to it that pieces of their kind. 

your electros are not only faithful Ours are. the eyes of many experts. Our 
staff includes engravers who check origi- 
nals, a chemist who controls plating baths, 
pressmen who prove electros for accuracy 
of reproduction, and service people who 
follow through. 


Nowhere else will you find master elec- 


trotypers so ably assisted in their pursuit 
of perfection. 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET, NEW YORK 17, N.Y. 


MU. 6-6350 


3M-Pre-madeready electrotypes + Reillytypes + Reilly Plastictypes « R.O.P. Color mats + Reilly mats « Dealer mats + Engraving service department 
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The following list of colored paper lines is not 
necessarily complete, but its compiler, author 
Charles V. Morris, suggests them as a good 
selection to start a source file. Consult your paper 


merchant for other brands. 


Colored Coated 

Book Papers 
Brilliantone Enamel 
Esopus Tints 
Miami Tints 
Polychrome Dull 
Woodbine Enamel 


Duplex Colored Coated 

Book Papers 
Dullchrome — 
color-on-white 
Miami Duplex- 
color-on-color 
Woodbine-Duplex- 
color-on-color 


Colored Coated 
Cover Papers 
Parchmentone 


Woodbine Enamel Cover 


Duplex Coated 
Cover Papers 


Kromekote-color-on-white 
Woodbine-Duplex Postcard- 


color-on-color 


Duplex Coated Bristol 


Woodbine-Duplex Postcard- 


color-on-color 


Colored Coated Bristol 
Rainbow Translucent 


Duplex Covers — Plastic 
Colorfilm 
Hammermill Dura Glo 
Plasticolor 


Duplex Text and Cover 
Double Deckle 


Colored Deckle Edges 
Fiesta 


Duplex Covers — 

Antique 
Bermuda Duplex- 
color-on-color 
Interwoven Duplex- 
color-on-white 
Peninsula Duplex- 
color-on-white 
Skywove Cover- 
color-on-white 


Matching Cover Papers 
Alpena Hi-Bulk 
Andorra 
Angelo 
Artemis 
Beau Brilliant 
Beckett Text 
Carousel 
Capri 
Chroma 
Corsican 
Cortlea 
Della Robbia 
Eatonian 
Early American 
Gainsborough 
Kilmory 
Linweave Text 
Pastelle 
Shalimar 
Strathmore 
Teton 
Tweedweave 
Ticonderoga Text 


Cover Papers — 

Antique 
Albemarle 
Ariel 
Atlantic 
Beckett 
Buckeye 
Coat-of-Arms 
Hammermill 
Jersey 
Navajo 
Potomac 
Quality 
Rhododendron 
Strathmore 
Sulgrave 
TruColor 
Tuscan 
Wolverine 


Duplex Covers — 
Embossed 


Buckra 
Fabratex 
Fortune 
Leatherite 
Plasti-sheen 
Twiltex 


A Cheeklist for Designers 
Using Colored Papers 


Cover Papers-Leatheret 
Chameleon 
D’Artagnan 
Librarian 
Marco 
Marvelleather 
Old Spanish 
Porthos 


Cover Papers-Embossed 
Beckett 
Buckeye 
Charmony 
Cordwain 
Jersey 
Guardsman 
Hammermill 
Highlight 
Kroyden 
Leathercraft 
Leathertone 
Pab 
Rippletuff 
Twentieth Century 
Zamora 


Some off-beat suggestions 


Imitation Parchment 
Parchtex 
Snow Parch 


Decorated Parchment 
Motif 


Fluorescent Colors 
Velva Glo 


Granitized Surface 
Granite Mimeo 
Granitex Mimeo 
Topsham Mimeo 
Old Sturbridge 


Construction Paper 
Mohawk 


Decorated Cover 
Woodgrain 
Woodtone 


Mother-of-Pearl 
Crystallon 


Velour 
Potomac Velour 


High-Gloss Label 
Colorcast 
Flint Glazed 


Metallic 
Artcote 
Currency 
Old Tavern 
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up to 4 more returns 
On direct mail! 
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price range. This urge to be differ- 
ent among paper makers provides 
designers with an ever broadening 
array of colors in their paper palette. 


> Designers drool over the attrac- 
tive tints of text papers like Strath- 
more Pastelle, Curtis Shalimar, 
Hamilton Carousel, Linweave Early 
American and Mohawk Cortlea, and 
the rich, deep colorings of papers 
like Strathmore Beau Brilliant, Lin- 
weave Della Robbia, Curtis Tweed- 
weave and Hamilton Andorra. 

The off-beat colors in lines like 
Strathmore Chroma, Strathmore 
Double Deckle and Strathmore 
Fiesta inspire designers to great 
heights. Without so much as a drop 
of printers’ ink on them, these pa- 
pers — their colorings and their 
surface markings — are lovely to 
look at, delightful to know. 

I've been in love with papers 
more years than I care to set down 
for the record, but I still get a thrill 
when I open swatch books of papers 
like Strathmore Rhododendron 
Cover, Beckett Buckeye Cover, 
Tileston and Hollingsworth’s Tru 
Color Cover, or Hammermill Cover. 
They offer paper-users and design- 
ers colors in unforgettable array. 
What a picnic designers enjoy with 
colors of papers like these as part of 
the pictures they create! Here are 
backgrounds for talented designers 
to exploit for all they’re worth. 


> Direct mailers can work with tools 
they either do not know exist or 
haven’t taken the pains to learn how 
to use properly. 

Said tools are the colored coated 
papers of Appleton Coated Paper 
Co., Miami Valley Coated Paper Co. 
and Martin Cantine and Co. These 
manufacturers offer exciting ranges 
of colors in coated papers for both 
offset and letterpress printing. 

No reason, no law, says all half- 
tones must be printed in black ink 
on white paper, is there? The 
Appleton people went to great ex- 
tremes to show designers how to 
tackle this problem. They hired 
famed color specialist Faber Birren 
to select the colors of inks that 
would harmonize and would con- 
trast with all the colors in the vari- 
ous lines of coated papers Appleton 
makes. The -results, “Ink Color 
Guide,” turned out to be a hand- 
book no designer should be without 
when he wants to design colored 
halftones on colored papers. 

(If you haven’t copy of “Ink Color 
Guide” write Gene Colvin, Apple- 
ton Coated Paper Co., Appleton, 
Wis. Say I told you to write.) 


> If you’re on Appleton’s mailing 
list — if you aren’t you should be 





— you know that Appleton’s adver- 
tising is “demonstration” in char- 
acter. It’s designed with paper very 
much a part of the picture. Apple- 
ton’s advertising agency goes to 
great pains to show other advertis- 
ers how they can uniquely employ 
the colors of Appleton’s papers. 

If you’re on Strathmore’s mailing 
list — if you’re not, you should be 
— you know to what extent Bob 
Clark goes to demonstrate the love- 
liness of designing with the colors 
of Strathmore papers as design ele- 
ments. Bob’s demonstration port- 
folios are collectors’ items in the 
files of art directors and designers 
of advertising printing. 

My advice to you is to get your 
name on the mailing lists of all the 
papermakers. You'll enjoy a never 
ending flow of design ideas you'll 
want to file away for inspiration. 


>’ Appleton’s lines, and Miami 
Valley Coated Paper Co.’s too, fea- 
ture a variety of duplex papers 
creators can have fun with as they 
plan. Some of these papers have 
colored faces with white backs, 
others offer contrasting colors side- 
to-side. These duplex colorings are 
adaptable to all kinds of trick folds 
and die-cut possibilities. 

It’s hard to believe that only a 


handful of designers bother to em- 
ploy the novelty and the economy of 
papers like Woodbine Duplex En- 
amel, and its matching bristol. 
Appleton also makes Dullchrome 
Enamel, a _ color-on-white dull 
coated paper. Miami makes Miami 
Duplex, a color-on-color paper with 
glossy finish. 


> A regular user of duplex papers, 
and a devoted believer of the paper- 
is-part-of-the-picture theory of de- 
sign, is a New York sales promotion 
firm, Kurnit Geller Associates, 
known familiarly in the trade as 
KGA Inc. Shep Kurnit and Norm 
Geller, and their hep staff, deal in 
the unusual and the dramatic in 
sales aids and direct mail cam- 
paigns. They contrive success after 
success. Great favorites in these 
campaigns are papers like Woodbine 
Duplex Enamel and Woodbine Du- 
plex Postcard. These papers are 
folded and cut into every conceiv- 
able form and format to take ad- 
vantage of the novelty of two- 
sided papers. 

If there’s anything novel about a 
sheet of paper, Shep, Norm and the 
boys in their art department put 
them to work. They’re always em- 
ploying with effectiveness the dis- 
tinctive color combinations of pa- 
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IN FINE 
PRINTING 


IT WON'T EXCITE IF IT ISN’T RIGHT 


you can be sure of this at € 7 


CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street « Chicago itilinois 


PHONE TAyior 9-3380 
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pers like Strathmore Double Dec- 
kle, Peninsular Duplex Cover, Ber- 
muda Duplex Cover, Interwoven 
Duplex Cover, Hammermill Dura 
Glo and Kromekote Cover. 

In a recent demonstration of his 
firm’s handiwork Shep presented 
more than one hundred exhibits of 
colored paper printed with only one 
color to achieve design excellence. 
Printing on the deep shades was 
silkscreen. 


> The New York public relations 
firm of Ruder and Finn creates con- 
siderable printed literature for its 
clients. All of it is highly styled and 
well printed. If you had the good 
fortune to visit the American Insti- 
tute of Graphic Arts’ Printing for 
Commerce Show as it travelled 
around the country, you saw some 
of Ruder and Finn’s prize winning 
designs. 

Ed Brodsky, talented young art 
director for RF, flavors his printed 
material with what he calls “off- 
beat” papers, almost all of them 
colored. He seldom uses any of the 
papers that I’ve mentioned up to 
this point. He uses colored papers to 
help him paint his printed pictures, 
and he applies very little printers’ 
ink to the surface of the papers. The 
paper’s the thing with Ed. 

One of his favorites is, of all 
things, construction paper. It’s the 
same kind of paper grade-school 
children use in their “work” ses- 
sions. Construction paper is not un- 
like typical cover paper. Though the 
surface is more antique-y, and the 
“feel” softer, construction paper 
possesses the appearance of cover 
paper. The twenty-three colors in 
the line of Mohawk’s construction 
paper first attracted Ed’s attention. 
He uses them all. 

Most of these papers in Ed’s de- 
signing hands are printed in one or 
two colors — black on the lighter 
colors, or colors of inks that contrast 
well with the background colors. 


So this is what you meant when you 
said you Were a paper salesman! 


Most of Ed’s designs on these papers 
are bold and “postery;” types are 
big and black; illustrations are mas- 
sive. The over-all effect is good 
looking. 

(Speaking of construction paper 
and its 23 colors, I shouldn’t forget 
to mention Peninsular Paper Co.’s 
Wolverine Cover and its array of 
19 designers’ colors.) 


> One of Ed’s most attractive cre- 
ations uses construction paper as 
the cover and golden kraft paper as 
the text pages of a 24-page booklet. 
The buff-brownness of the kraft pa- 
per is just what the doctor ordered 
for Ed’s over-all design. Large 
blocks of type matter are mixed 
with sprinklings of bold line illus- 
trations. The black ink is jet as jet 
can be. The result demands study 
by anyone who receives it. Judges 
of the Printing for Commerce Show 
were impressed by the unusual 
mixture of design. The exhibit hangs 
in a prominent place wherever the 
show is exhibited. 

Ed’s files are filled to the brim 
with unusual and interesting papers. 
He makes it his business to know 
what’s going on in the world of pa- 
per — both the staples and the un- 
usual. If there’s an unusual color 
available in a staple paper, that’s for 
Ed. But in his general designing, 
he’s more likely to use the “off- 
beat.” 

One of his favorites, because of 
its distinctive granitized background, 
is Schlosser Paper Co.’s Old Stur- 
bridge. The colors in this line appeal 
to Ed’s keen sense of modern typog- 
raphy. 

Ed also finds use for other grani- 
tized papers, like envelope paper 
used in business mail’s reply enve- 
lopes, and mimeograph papers like 
Topsham Mimeo. Some of Ed’s most 
effective pieces are printed on bogus 
paper and the cheapest of ground 
wood bristols. Ed dresses up these 
papers to make them appear more 
attractive than the paper makers 
ever intended. 

His “off-beat” awareness doesn’t, 
however, prevent Ed’s using nice 
papers when he believes they’re 
called for. A favorite is Curtis 
Tweedweave. Others are Strathmore 
Beau Brilliant and Hamilton An- 
dorra. In some of his work I spotted 
these lovely papers from abroad 
that Nelson-Whitehead Paper Co. 
imports. 


> Designers of the wonderful printed 
creations that emanate from the Na- 
tional Broadcasting Co. employ 
colors of papers to the king’s taste. 
Examples of NBC creative genius 
hung prominently on the panels of 
the New York Employing Printers 


Assn.’s annual Printing Week ex- 
hibition. Most of these NBC ex- 
hibits — all prize winners — used 
color effectively. 

Examination of the NBC exhibits 
revealed the use of bogus and con- 
struction paper on the one extreme 
to Strathmore Beau Brilliant and 
Hamilton Andorra on the other. 
Printing was from simple colorings 
to elaborate four-color designs and 
in all manner of artistic techniques. 
Some printing was letterpress, some 
silkscreen, some letterpress in com- 
bination silkscreen, some _lithog- 
raphy with silkscreen combination. 
The effects were eye-stopping. 

One of these exhibits struck my 
fancy and I lingered long over it. So 
did most visitors at the exhibition. 
The book, as I recollect it, was ap- 
proximately 10x13” in page-size, and 
it contained 90 or 100 pages. The 
cover was white Andorra with a 
blind embossed design on the face. 
The front 64 pages were printed in 
a green ink on the lime color of 
Hamilton Andorra. The remaining 
pages of the book were printed on 
white Andorra, but to continue the 
motif of the design, the type on the 
white pages were printed in a green 
ink that matched the lime. The re- 
sult was beautiful to behold. 


> To make of this story more than 
propaganda for colored papers in 
advertising designing, I am includ- 
ing (page 44) a check list of papers 
you should know about as a source 
of inspiration in color. Turn to your 
paper merchants for sample books 
of each of the lines listed in the 
table, and ask your merchants to 
suggest others. They’ll be more than 
happy to render the service. 

At the same time ask your paper 
merchants to provide as many other 
color helps as they can. For instance 
distributors of Linweave papers can 
provide a Designers Kit that con- 
tains work sheets of all Linweave 
grades in all colors. I understand 
Lee Paper Co. also makes available 
a similar reference file. Probe for 
more such. Papermakers and their 
merchants are interested in spread- 
ing the gospel of more color. 44 


Sample Folder Features 
Stock Made With Jute 


Riegel Paper Corp., New York, 
offers a sample folder printed on the 
company’s 20th Century grade. 

Recommended for its high 
strength and printability, the stock 
owes its strength to the inclusion of 
jute in its manufacture. The paper 
is sold in plate bristol and em- 
bossed cover. 

- for more details circle 717, page 127 





ANNOUNCING 


ALL-WEATHER BOARD 


SPECIAL WATER REPELLENT COATING 
DEVELOPED FOR SCREEN PROCESS PRINTING 


Here is the answer to your outdoor display problems. Whiter 
and brighter in color, smoother in finish and it prints and con- 
trasts with sharper clarity. Plus excellent varnishing qualities. 


STOCK SIZES AVAILABLE AQUASHED actually sheds water 
22 x 28 like a duck’s back. 
22x 44 AQUASHED does not split, blister 
28 x 44 or fracture. 
45 x 60 AQUASHED weathers superbly... 


50 point and 80 point coated 2 sides. with a minimum of curl and warp. 
36 point coated one side. Other sizes 

and thicknesses con be furnished on Samples of 

making orders. the new AQUASHED are available 
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What Kind of Printing 
Wins Printing Awards? 


A selection from the winners of the latest competition of the 


Lithographers & Printers National Association, with some of the 
thinking that went into their production. 


Ample evidence in the ninth 
lithographic awards pointsup AR’s 
contention that there’s a trend in 
the graphic arts world—advertis- 
ing agencies are interested in sales 
promotion. 

There was a time not long ago 
when agencies were interested 
only in the 15% commission of 
organized media. This is not so to- 
day (see April AR, “Just Between 
Us” and “More Agency Men Visit 
POPAI Show’). 

And one has only toleaf through 
the 1959 awards of the Lithog- 
raphers & Printers National Assn. 
to find that more ad agencies are 
becoming more involved in fee- 
type non-commissionable media. 


> AR did, noting a surprising large 
number of agencies listed among 
the credits for such award-win- 
ning promotions as direct mail, dis- 
plays, posters, packaging, letter- 
heads, company publications, 
maps, menus, art prints and metal 
lithography. 

The agencies involved in this 
collateral material of sales promo- 
tion and merchandising are well- 
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known ones—Buckley; Grant; 
Ogilvy, Benson & Mather; Young 
& Rubicam; Ketcham, McLeod & 
Grove; W. S. Walker; J. M. 
Mathes; Needham & Grohmann; R. 
W. Webster; Maxon. 

The clients? IBM, Dodge, Orient 
& Pacific, Beech Nut, Pittsburgh 
Corning, Allegheny Ludlum, Ber- 
muda Trade Development, Hotel 
Manhattan, and Pfeiffer Beer. 

AR remembers when an entry in 
the competition from an ad agency 
was occasion for rejoicing, entries 
coming mostly from lithographers. 
This year 248 lithographers ac- 
counted for 1,902 entries. 

“But there has been a marked in- 
crease among ad agency entries,” 
says LPNA promotion director Her- 
bert Morse. “In the competition, 223 
advertising agencies and their 
clients, plus designers, artists and 
trade associations, sent in 682 en- 
tries.” 


> The exhibit is currently traveling 
throughout the country. The sched- 
ule, and a copy of the handsomely- 
illustrated catalog, is available from 
the LPNA, 597 Fifth Av., N.Y. 17. 44 


International Business Machine . . . This 
catalog was done under extreme pres- 
sure. The job arrived at the lithographer 
on the afternoon of August 15, with a 
shipping date of August 27. The sched- 
ule was met without sacrifice of quality. 
Lithographer, The Lehigh Press; design- 
ers, Richard Heintzelman & Jay Midence 
Studios; Agency, The Buckley Orgn. 


STEEL HORIZONS: 


Allegheny Ludlum Steel Corp. . . . An 
external publication, more than 20 years 
old, relies heavily on customer-supplied 
photos. Because of this the lithographer 
and the plate maker are more than ordi- 
narily responsible for maintaining the 
quality of the publication, often improv- 
ing or the material, both biack and 
white i color, with which they must 
work, Lithographer, Wm. G. Johnston 
Co.; art director, George Wirth, W. S. 
Walker Advertising studio, Friedrich- 
Frisbie-Cox. 


Pfeiffer Brewing Co. . . . A lithographed 
beer can was designed to meet increas- 
ing competition from nationally adver- 
tised brands. The new logotype blends 
contemporary and traditional styles. It 
was deliberately selected to facilitate 
correct pronunciation. Colors are rich 
red, gold and white. The animated char- 
acter, a gay marching soldier playing a 
fife, dubbed Johnny Fifer, is continued 
on the pack, but with less prominence 
than before. Lithographers, American 
Can Co. & Continental Can Co.; design- 
er, Frank Gianninoto & Associates; agen- 
cy, Maxon. 





Run away to sea! 


Orient & Pacific . . . This poster de- 
manded an extreme enlargernent of the 
original 2%4x2Y%4" Ektachrome, which 
was especially difficult because of the 
soft lights and the out-of-focus back- 
ground. Lithographer was Spurgeon 
Tucker; photographer, Tom Hollyman; 
art director, Gerald W. McLaughlin, 
Ogilvy, Benson & Mather. 


Bermuda Trade Development Board. . . 
The main problem in designing this map 
was to permit changes to be made with- 
out excessive cost. The listing ‘“Where to 
Live . . . What to See and Do” changes 
regularly, and the overprinted numbers 
on the map must change accordingly. 
This planning involved the intensity and 
selection of the colors to be used. Litho- 
graphed by A. Hoen & Co.; designer, 
Bern Hill; studio, Harry Levine Inc.; 
cartographer, C. S. Hammond & Co.; 
art director, Jules L. Menghetti; agency, 
J. M. Mathes Advertising. 


Dodge Div., Chrysler Corp . . . Dimen- 
sion is achieved in these counter dis- 
plays by billowing out the entire face 
of the display, and then inserting a 
full-color, die-cut of the featured car 
on a concave oval. The display was pro- 
duced in four process colors, plus a spe- 
cial background color. Color transparen- 
cies were used, and the printing was first 
done on coated stock, then varnished 
and mounted on 0.055 board. Lithog- 
rapher, Merrick Lithograph Co.; art di- 
rector, Stanley Wood; agency, Grant 
Advertising. 


Pittsburgh Corning Corp. . . . This new 
letterhead was used to introduce a new 
company trademark. The problem of 
overprinting the second color in the 
logotype was solved by using a trans- 
parent second color. Chieftain white 
bond added brilliance to the design. 
Lithographer, J. L. Gillespie Co.; artist/ 
designer, Elmer Yochem; agency, Ketch- 
um, MacLeod & Grove. 
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Beech-Nut Life Saver Corp. . . . These 
toy-block packages, each holding four 


bought singly; to the manufacturer, 
whose product would stand out in a sea 


cans or jars of baby food, resulted from 
a routine shopping expedition, observ- 
ing shopping habits with a fresh eye. 
A multipack promised advantages to the 


of glass. In addition, this charming 
package had reuse values. Lithographer, 
Container Corp. of America; designer, 


Edith Brown; art studio, Tannar-Brown; 


consumer, since baby food is never agency, Young & Rubicam. 


The Playbill, Hotel Manhattan .. . 
thentic playbills from the late 19th cen- 
tury were obtained from the collection of 
the Museum of the City of New York 
for this menu. The posters are repro- 
duced on a rich red background. Lithog- 
rapher, A. D. Steinbach & Sons; design- 
er, H. Nelson Kent; artist, Dick Beyer; 
agency, Needham & Grohmann. 





How an Ad Was Sonn 


A production expert at one of our leading agencies 


tells the story of an ad that ran in more than two 


hundred publications, both gravure and letterpress. 


By Edward Tollefson 

Vice president & Director of Production 
Foote, Cone & Belding 

Chicago 


Sometimes I have the feeling that 
publication production and plant 
people think that agency production 
men just sit around with nothing to 
do, and then maybe, a couple of 
weeks before closing date they get 
an idea they have to get an ad out. 
This report on a specific ad may 
do something to dispel this notion. 

There are many departments in 
an agency — creative, media, re- 
search, and others — that have a 
part to play in preparing an adver- 
tisement. But I am going to stick 
closely to production, starting with 
the okayed copy and layout and 
ending up with the final printed re- 
sult, 


> The objective was to produce a 
full-color ad in a series of publica- 
tions, of various sizes, magazines 
and newspapers, some gravure, 
others letterpress. 
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The list of publications is the 
starting point. It includes weeklies, 
women’s books, store books and 
supplements, and while there are 
only three of the latter listed, you 
must remember that Sunday goes 
to 26 papers, Family Weekly to 175, 
and Parade to 60, making a total 
of 261 individual newspapers in 
addition to the magazines. 


> This wide appearance of the ad 
is the object, but when did it start? 
As far as the production department 
is concerned, it started back in 
September, four months before in- 
sertions. At that time, the client had 
approved the schedule, had given 
its okay to the account executive, 
who had passed on this information 
to the production man. 

At this time, the production man 
prepared a work schedule. This is 
the key planning part of this ad. 
We use the form illustrated, on 
which are listed the publications, 
the insertion date, the closing date, 
the sizes required for each. Some 
will bleed, others will not. In the 


supplements there are the near- 
bleeds and the conventionals. 

In this list, both roto and letter- 
press are included. Now we plot. We 
start with the closing dates of the 
publications and work backward. 
We set up the closing date in the 
agency, the date when we must 
have copy and layout in order to get 
the material to the publications 
when they need it. 

Now we have a series of due 
dates: copy and layout, art, art 
okays, engravings. This is the heart 
of the planning, and it happens four 
months before publication. 


> The next step is to analyze the 
scheduling and the requirements. In 
our list there are 19 publications, 
seven different sizes, six gravure 
publications (which include the 200- 
odd supplements), and the rest let- 
terpress. 

On October 3, the basic layout is 


This article is adapted frem a talk 
given at the Chicago meeting of the 
Gravure Technical Assn. 





Sante Flabiano, 
Research Director of Intaglio 


All important 
impression 


...is the reader impression! Gravure 
helps to create a favorable imprint on the 
mind, conveys a feeling of quality, adds 
prestige to publications. 

More than twenty years ago, Intaglio 
made its initial contribution to magazines 
and newspaper supplements — pioneered 
in fine quality gravure production. 

Intaglio has constantly devised better 
techniques and methods... led in research 
... developed much of the most modern 
equipment we use. But our most valued 
asset today, as it has always been, is fine 
craftsmanship — the skill, patience, and 
desire to do the job right. 

At Intaglio cameramen, retouchers, 
strippers, printers, etchers, finishers, and 


proofers work to highest professional 
standards with judgment based on two 
decades of experience. Paper, space and 
preparation costs being what they are, 
only the best production is good enough! 

For editorial and advertising, Intaglio 
assumes all the responsibilities and the 
headaches... starts with your copy or art, 
makes the color separations, delivers full 
value positives and color proofs for 
approval and printers’ guides. 

To get the finest results from gravure, 
rely on Intaglio to do your production. 
With 500 skilled craftsmen, four plants in 
New York, Chicago, Detroit and Cincinnati 
...Intaglio ensures the best in quality! 
Our seven offices are at your service. 


Intaglio SErViCe corPorATION 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—40 Hague Ave., Detroit— 


369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles 


-126 West McMicken Ave., Cincinnati 
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OUR PLANT 
EXPANSION 

MAY REDUCE YOUR 
PRINTING BILL! 


Our two plants print more than 50 


aod sales and house organs; catalogs 
sales literature for scores of firms. 


Our expansion provides facilities to pro- 
duce additional publications and/or 
catalogs. Yours may be one we can 
now print at a big savings to you! 


@ Complete Service including 
Art/Layout, Mailing 


© Finest Quality Letterpress or 
Lithography 


® 4-Color Press Time available 


Write, Wire, Phone the 
Midwest's Fastest Growing 
Printing House 
ebraska /j 
Farmer |} 's 
Company \& 
1420 P Street, Lincoln, Nebr. 


Printers Publishers Lithographers 
Our 100th Anniversary Year 
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SAVE $ SAVE $ SAVE 


Lowest Cost Duplicating Service MAGI-COPY 
Office Copy Machine Owners! Photostat Users! 
Need 3-5-6-10-20-25-50-100 copies? Low as 
7c per copy. No machine to buy—we do it 
all. Just send us what you want copied,’ we 
do the rest. Mail orders welcome. Write or 
call for FREE price list and information. 


ALFRED MOSSNER COMPANY 
108 W. Lake St. Chicago 1, FRa-2-8600 
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COMPLETE PRINTING SERVICE 


LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
Phone HArrison 7-1811 


Universal Loose Leaf Mfg. Co. 
161 W. Harrison St. Chicago 5, til. 


cones | in auainaane without ae yee ieee co 


n storage. — ae YOUR SPECIFI- 
CATI NS. -letteri 


our trademark. 
Send now for FRE BAMPL B an and estimate. 
SCREEN PROCESS PRINTING CO. , P.0.B0x 948, Wichital Kansas 





1S NO SECRET THAT : 


only the er driven Typro photo; 
lettering | machine gives = type in a: 
range 6 to 144 pt. + permits yous 


compose more than one line on @ strip® 
th machanically controlled line spacings 
+ gives you artist's letter spacing auto-* 
matically. Want more for your money? = 
Halber Corp., 4151 W. Montrose Ave.,> 
= Chicago 41, m. . 
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GUESS WHAT? 


INVISIBLE INK 
PRINTING 
GETS RESULTS! 


FREE M. E. Moss & Co. 

SAMPLE 119-H Ann Street 
alaaiei nents @ Hartford 3, Conn. 
Gree to 0 Friend 


July 1959 








WORK SCHEDULE AND CLOSING DATE LIST 


+ Prow 


Me Calls 


cts Divwes or ap_ Kotex 1959 








ee 
Ladies None dournat | rob, $9 [12-1 [4 coboee | soot ma | 














Seventeen (Rete) | + [11-00] 


Feb. 59 | 11-20 











wae fa 
ee ee 
































Work Schedule .. . 
cording to size, in eight classifications. 


approved. At this time, we have a 
discussion between art and produc- 
tion. The art director and the pro- 
duction man sit down to analyze 
the job and how it should be han- 
dled. 

In this ad, the complexity of sizes 
and the need for quality brought us 
to decide that the color panel should 
not be in the artwork, but should 
rather be applied with good screen 
tints. The tints to be used were 
chosen even before the art was 
completed. At the same time, we de- 
cided that we would need duplicate 
transparencies, so the ad could be 
worked at the same time for both 
gravure and letterpress. 


>’ On October 27, the artwork for 
the illustrations were received. We 
examine all the transparencies very 
carefully, on Macbeth viewers, to 
select the best one. This, again, is a 
joint decision of the art director and 
the production man, taking into ac- 
count production as well as esthetic 
considerations. 

Once we have chosen the trans- 
parency, we take readings of its 
density, register these readings on 
the transparencies, and set them up 
as standards for everyone concerned 
with the production job. 


>On October 28, the client ap- 











This chart, which lists all the publications used, groups them ac- 


proved the artwork. At the same 
time, we were producing mechan- 
ical layouts for the various sizes re- 
quired. This had all been thought 
out ahead of time, but we waited 
until we had the final transparency 
on hand to put in the actual sizes 
for stripping and cropping. 

At this step, we found we could 
make a saving in cost without sacri- 
ficing quality. Although there were 
seven sizes needed, we found that 


Typical Mechanical . . . The minimum 
number was prepared to meet all propor- 
tions. 





we could make one layout do for 
two of them, merely by cropping the 
picture a little bit differently. 


> On October 29, we ordered the 
rotogravure materials from our en- 
graver, in the four sizes we needed. 
Another saving was planned into 
the job at this step, by making it 
possible to use a single set of color 
separation negatives for all positive 
plates. At the same time, the letter- 
press engravings were ordered, us- 
ing the duplicate transparency. 
The week of November 17-25 was 
occupied with checking and re- 
checking publication specifications 
and procedures. Proofs were pulled 
for each publication on its own pa- 
per stock, using their inks and their 
color swatches. We follow the pub- 
lication’s requirements to the last 
detail, so that our sets of progres- 
sive proofs will show them just 
what we expect from the press run. 


> We’re not through yet, though, 
even when the proofs are okayed 
and adjusted to give us as uniform 
an appearance across the board, re- 
gardless of publication. During Dec- 
ember and January, there is corre- 
spondence, telephone calls, discus- 
sions with the printers about press 
proofs, both letterpress and gravure. 

Finally, the ad appears, bringing 
the client over 65,000,000 circulation, 
concentrated in a brief period. He 
has spent $379,076 on this ad. Space 
has taken $346,857; artwork $3,234; 
production, $28,985. 


> This could not have been done 
without the close cooperation of a 
lot of people, including the client’s 
people, engravers, art directors, art- 
ists and photographers, production 
managers, publication people, print- 
ers, and many, many others. But by 
working together right from the 
concept of the idea, production can 
go ahead smoothly and do a better 
job of bringing the advertiser’s con- 
cept to his public. 44 


Engraving Book Clarifies 
Process—Painlessly 


Buyers and users of letterpress 
printing, who feel they should know 
more about the process, can get 
their information painlessly in a 
helpful—and eye-appealing—book, 
“Line, Halftone & Color—An In- 
troduction to Modern Photoengrav- 
ing,” published by the American 
Photoengravers Assn. 

The 48-page, hardbound book 
describes and illustrates the basic 
techniques of producing line, half- 
tone and four-color engravings. 
New developments in engraving 





WHATEVER YOU TYPE...1T WILL LOOK 
BETTER ON HAMMERMILL BOND 


Your typing will look sharper, clearer, and more read- 
able on the new brighter white Hammermill Bond. 

Give your letterheads and mailable forms all the 
benefits of Hammermill Bond. It’s made with exclu- 
sive Neutracel® pulp, so it not only takes a better 
impression, it makes a better impression. Ask your 
printer for Hammermil! Bond next time. It costs no 
more. Hammermil! Paper Company, Erie, Pennsylvania. 


[Thank you for your orc 


deli é 


LOOK FOR THE WATERMARK OF THE BEST KNOWN NAME IN a a! 
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and letterpress printing are dis- 
cussed, as well as helpful hints for 
preparing original copy in an eco- 
nomical, efficient manner. 

Each chapter is illustrated in 
color, with examples of the various 
kinds of photoengravings—black- 
and-white, two color and four- 
color process. Color illustrations in- 
clude a detail of the four-color dot 
formation, how color filters are 
used, progressive proofs and a color 
chart demonstrating the infinite 
color combinations that can be 
achieved in process color printing. 
A glossary of terms completes the 
book. 

“Line, Halftone & Color” is avail- 
able, without charge, from local 
photoengravers. 44 


Takes Guesswork Out 
Of Color Selection 


A booklet designed to help buyers 
of offset printing take the guesswork 
out of color selection is available 
from Gregg-Moore Lithographing 
Co., Chicago. 

Entitled “Tints and Tones,” the 
booklet contains 24 pages of sample 
color tones. Each page is devoted to 
a different color and each color is 
shown in ten gradations of tone 


from 10% to 100%. In addition, each 
specimen carries three lines of type 
—one in black overprinting, one in 
color overprinting and one in re- 
verse white, so that the buyer can 
visualize the effect of various color 
and type combinations. 

Colors included in the booklet are 
black, gray, light blue, dark blue, 
dark green, light green, yellow, or- 
ange, red, brown, tan and pink. 

- for more details circle 742, page 127 


Catalog Details Plastic 
Binding Materials 


A 28-page catalog issued by 
Plastic Binding Corp., Chicago, 
illustrates and gives specifications 
for the company’s line of binding 
machines, punching machines, cov- 
ers and other binding elements. 

Three Plastico punching machines 
—portable, table and floor models— 
and three equivalent binding ma- 
chines are described in large illus- 
trations and detailed copy. 

Also pictured and described are 
seven styles of covers. Additional 
pages illustrate actual applications 
of Plastico binders from catalogs to 
company calendars. The Plastico 
catalog is available upon request. 

. for more details circle 743, page 127 
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NORTHWESTERN 
PHOTO ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 6G, ILL. 
STate 2-3939 


24 hour a day service on quality black and white plates. 


Non-Smudge Plastisol 
Challenges Carbon Paper 


Columbia Ribbon & Carbon Man- 
ufacturing Co., Glen Cove, N. Y., 
manufacturer of carbon papers, in- 
dicates that carbon paper—except 
for certain specialized uses—may 
well be on its way out. 

The challenger, says the com- 
pany, is its own new material, 
Plastisol, a product which looks 
like carbon paper but forms a per- 
manent, smudge-proof image. 

Plastisol, so named because of the 
plastic and solvent fundamental to 
its production, serves the same 
function as carbon paper but with 
these advantages: 


® Plastisol actually inks the paper 
beneath, whereas carbon paper sim- 
ply transfers a carbon residue to its 
surface. The actual transfer of ink 
to the Plastisol copy makes it per- 
manent and smudge proof. 


© A single sheet of Plastisol can 
be used successfully approximate- 
ly 60 times. 


® Copies produced with Plastisol 
are uniform in depth and clarity. 
The Plastisol ink redistributes it- 
self throughout the sheet after be- 
ing used. 


Columbia says the cost of Plasti- 
sol will be approximately the same 
as the cost of its high quality car- 
bon papers. 44 


Booklet Gives Facts On 
New Stretchable Paper 


Clupak, the paper that “stretch- 
es,” is the subject of a 16-page in- 
formational booklet being distrib- 
uted by West Virginia Pulp & Pa- 
per Co. to bring the basic facts 
about this revolutionary new kraft 
stock to the layman’s door. 

Clupak, introduced by West Vir- 
ginia Pulp & Paper in early 1958, 
was the product of three years of 
intensive research and development 
at an investment of some $2,500,000. 
It is the brainchild of Sanford 
Cluett, 84-year-old inventor whose 
name is associated with the “San- 
forized” trademark behind the well- 
known pre-shrinking process for 
textiles. 

Although similar to ordinary 
kraft grades in outward appear- 
ance, Clupak has the distinction of 
unusual toughness and durability 
and is, hence, principally produced 
at the present time for such items 
as multi-wall bags, grocery cheek- 
out bags and padding for heavy 
shipments. 


The Clupak brochure, entitled 





Say it with... 


- 


FOR NEWSPAPERS ¢ MAGAZINES 


LITHO * GRAVURE 
AT HALF THE PLATE COST! 


Nothing says it like color — and no color was ever more vivid, 

more brilliantly alive, more faithful to the original than Fluoro-Color. 
This remarkable new process makes it possible to reproduce 
full-color art for less than half the usual plate costs. 


That’s because Fluoro-Color art is pre-separated, requiring 
] no color-separation filters, no hand-opaquing, no outlining, no 
ly, lof hand-masking by the platemaker. It’s all made possible by 
Fluorographic art materials which produce automatic highlight 

halftones. Whites are pure white ( with no halftone dot) while all 

blacks, shades and colors in-between are as rendered. 

Illustration rendered in Fluoro-Color. Yet, the original art is in full color much as it will appear in 
Plates made —— es. ag filters reproduction. Fluoro-Color plates are made only by 
photoengravers, lithographers and gravure plants licensed to use 

the Fluoro process. For names of plants nearest you, turn page. 


FLUOROGRAPHIC SALES DIVISION 


PRINTING ARTS RESEARCH LABORATORIES INC. 


aM LBS 


La Arcada Building « Santa Barbara, California 
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FIND YOUR 


ABILENE, Tex. 
News Engraving 
AKRON 


Akron Engraving 


Star Engraving 
Zine Engravers 


ALBUQUERQUE 

Acacia Printing 

Jackson's New Mexico Engraving 
Gerald E. Mahafley Company 
ALEXANDRIA, Le. 

Alexandria Engraving 
ALLENTOWN, Pe. 

Lehigh Photo Engraving 
AMARILLO 

Panhandle Engraving Co 
ASBURY PARK, WN. 3. 

Asbury Park Press 

ATLANTA 

Atlanta Newspapers 

Southern Photo Process Engraving 
Western-Perry Printing Processes 


AUGUSTA, Ge. 
Garden City Engraving 


AUSTIN 

Economy Raping Co. 
Thompson Photo Engraving 
Wallace Engraving Co 


BAKERSFIELD 
Bakersfield Photoengraving 


BALTIMORE 

Advertisers Engraving 
Afro-American 

Art Lithe 

Baltimore News-Post-American 
Baltimore Sun 

Sterling Engravers 


BATON ROUGE 


Times: Advocate 


BEAUMONT, Tex. 
The Enterprise Co 


BETHPAGE 


Corydon M. Johnsen Co 


BILLINGS 
Billings Engraving 


BINGHAMTON 
5. J. Kelley Engraving 


BIRMINGHAM 
Birmingham News 
Enterprise Engr és 
Magic City Engraving 


Statesman Printing 


BRIDGEPORT 
Ariel & Eccles 
Swan Engraving 


BROOKLYN 


Boro Offset Corporation 


BUFFALO 
Niagara Photoengraving 
Raped Service Engraving 


CALGARY, Cenede 
Calgary Photo 
Dufloto Process 


CANTON 
Canton Engraving & Elec 


CHARLESTON, 5. C. 


Charleston Evening Post 


CHARLESTON, W. Ve. 
Charleston Daily Mail 
Charleston Engraving 


CHARLOTTE 
Arts Engraving 
Pictorial Engraving 


CHATTANOOGA 
Chattanooga Publishing Co 


CHICAGO 

Alden Press 

Butler Brothers 

Chicago American Publishing 
R. R. Donnelley & Sons 
Jahn & Ollier Engraving 
Liberty Photo Engraving 
Newsprint Engraving 


CINCINNATI 

Central Engraving 

Chapman & Rapp Photo-Engravers 
Kenand Photo Engraving 


CLEVELAND 

Art Gravure Corporation 
Cadillac Litho-Plate 

Cleveland Press 

Cleveland Shopping News 
Eclipse Electrotype & Engraving 
Forest City Publishing 
Monarch Engraving 

NEA Service 


COLUMBIA, S$. C. 
Carolina Engraving 
RPM Engraving 

Service Engraving 


COLUMBUS, Ge. 


Columbus Ledger-Enquirer 


COLUMBUS, Ohio 
Imperial Engravers 


CORAL GABLES 
Miami Photo Engravers 


CORPUS CHRISTI 


Corpus Christi Engraving 


=< BFIND OUT ABOUT FLUORO-COLOR 


OVERLEAF 


DALLAS 

Blanks Engraving 
Continental Engraving 
Harper Standard Engraving 
Monk Brothers 
Southwest Printing 
Southwestern Engraving 
Taylor Publishing 
White Engraving 
Wilson Engraving 
DAVENPORT 
Davenport Newspapers 


DAYTON 

aus Newspapers 
ngraving Arts 

Hermes —a 

Shaw & Marchant 


DAYTONA BEACH 
News Journal Corporation 
DENVER 

Adfoto Engraving 

Capitol Engraving 
Cocks-Clark Engraving 
Colorado Engraving 
Denver Post 


ving 
Smith-Brooks Printing 

DES MOINES 

Des Moines Register & Tribune 
Service Engraving 

DETROIT 

Ad Plate Engraving Co. 
Detroit Gravure Corporation 


Newsplate Engraving Co. 
J. S. Van Aiswas Pose Engraving 
DULUTH 


Duluth Herald & News-Tribune 
Duluth Photo Engraving 


DURHAM 
Durham Herald 


EDMONTON, Cenede 
Commercial Printers 
Graphic Advertising 

Me id Studios 

Pazder Art Engraving 
ELGIN, i. 

David C. Cook Publishing 
fL PASO 

Border Engraving 
Coummercial Engraving 
The White House 
EMPORIA, Ken. 

*Kansas State Teachers College 
ERIE 

Forsythe Engraving 
National Service Engraving 
EUGENE 

Wiltshire’s Engraving 


EVANSVILLE, Ind. 


Keller-Crescent Company 


FARGO 

Dakota Photo Engraving 
FLINT 

Flint Graphic Service 
Flint Johnson Engraving 
FORT WORTH 

Hentz Engravers 
Process Engraving 
Southwestern Engraving 
Stafford Photo Engraving 
Worth Engravers 


FT. LAUDERDALE, Fie. 
Gore Publishing 
Photoengravers of Ft. Lauderdale 
FT. SMITH, Ark. 
Graphic Arts Engraving 
FT. WAYNE, Ind. 
Lincoln Engravers 
FRESNO, Calif. 

Bee Engraving 

Valley Engraving 
GALVESTON 


Galveston Photo Service 
GRAND RAPIDS 
Hughes Engraving 
Newspaper Engraving 


GREAT FALLS 
Great Falls Engraving 


GREENSBORO 
North State Engraving 


HAMILTON, Cenede 
National Engravers 


HARRISBURG 
Patriot & Evening News 


HARTFORD, Conn. 
Warner Murphy Company 


HOLLYWOOD 
Gore Brothers Engraving 
Superior Engraving 


HOUSTON 

Baker Colorplate Co. 
Houston Chronicle 
Houston Post 

Houston Press 
Rogers-Art Engraving 
San Jacinto Engraving 
Texas Engraving 
Wetmore & Company 


HUNTSVILLE, Tex. 
*Sam Houston State Teachers College 


INDIANAPOLIS 

a —s 
ndianapolie Newspapers 
Ropkey Engraving 
Service Engraving 


JACKSON 
Mississippi Engraving 


Seas, Fle. 
Aslinger Engraving 
Florida Times-Union 
Jacksonville Journal 


KANSAS CITY, Mo. 
Echo Photo Reproductions 
Heisler Engraving 


Kansas City Star 
Missouri Photo Engravers 
Nazarene Publishing House 
Repro-Tone Company 

Rush Offset Copy Service 


KNOXVILLE 
Knoxville News Sentinel 


LAWRENCE, Ken. 
Etchrite Engraving 


LEBANON, Pe. 
Lebanon Daily News 


LITTLE ROCK 
Little Rock Photo-Engraving 
Peerless Engraving 


LONG BEACH 
Independent Press Telegram Engr 
Nelson's Engraving House 


LONG ISLAND CITY 
Rogers Engraving 


LOS ANGELES 

Acme Engraving 

Costello hers, Lithographers 
General Engraving 

Les Angeles Examiner 

*L. A. Trade Tech. Jr. College 
May Company 

Mission Engraving & Offset Plate 
Pacific Press 

Rapid Blue Print 

Roberts Engraving & Litho Plate 
Service Engraving 

LOUISVILLE 


Courier-Journal 


LusBocK 
Art Craft Engraving 
Reeves Photo-Engraving 


MADISON 
Widen Engraving 


MEMPHIS 

Bluff City Engraving 
Hanson Eng 
Memphis Engraving 
Mid-South Engraving 


MIAMI 

Birmy Engraving 
Engravers, Inc. 

Floridian Photo Engraving 
Graphic Arts Engraving 
Miami Daily News 

Miami Herald Publishing 
Rex a of Miami 
Service Engraving 


MIAMI BEACH 
Beach Engraving 


MIDLAND, Tex. 
Reynolds Engraving 


MILWAUKEE 
Krus Engraving 
Milwaukee Journal 
Milwaukee Sentinel 


MINNEAPOLIS 

Bureau of Engraving 
Graphic Arts Engraving 
Lithocraft, Inc 

Midwest Printing 
Minneapolis Star & Tribune 
Weston Engraving 


MOBILE 
Gulf States Engraving 
Mobile Press Register 


MODESTO, Calif. 
Modesto Bee 


MONTGOMERY, Alc. 
Service Engraving 


MONTREAL, Conode 
Bomac Engravers 

Gazette Printing 

MECO, Lid 

Photogravure Ideal Photo 
Rapid, Grip & Batten 
Standard Photo-Engraving 


NASHVILLE 

Capitol Engraving Company 
Newspaper Printing Corporation 
Southern Engravers 


NEWARK, Ohio 
Advocate Printing 


NEW BEDFORD 
Maurice A. Hurley 


NEWPORT NEWS 


Daily Press 


NEW YORK 
Contak-Tone Company 
Halftone Laboratories 
Mercury Photo-Engravers 
Metrotone Prints, Inc. 
Triangle Engraving 
Wilbar Photo-Engraving 


NEW ORLEANS 
New Orleans Engr. & Elec. 
Joseph B. Wrenn Engraving 
NEWTON, lowe 
Dun-Lap Manufacturing Co. 


NORFOLK 
Advertising Engraving 
Norfolk Engraving 
Norfolk Newspapers 
Southern Engraving 


OAKLAND 
Oakland National Engr. & Gravure 


OGDEN 
Western Arts Photo 


OKLAHOMA CITY 
Oklahoma Publishing 
Standard Engraving 

Star Engraving 

OMAHA 

Aladdin Engraving 

FEPCO Theatre Advertisers 
Omaha World Herald 


ORETECH, Ore. 
*Oregon Technical Institute 


ORLANDO, Fic. 
Florida Engraving 
Orlando Engraving 


OTTAWA, Ceonede 
Bo-Flan Photo-Engraving 
Bomac Electrotype 
Jones Photo Engravers 
Rapid, Grip & Batten 


PENSACOLA 
Pensacola Engraving 


PEORIA, Wl. 
Hagel Artcraft Engraving 
Peoria Engraving 


PHOENIX 

A-Bar-A Engraving 

Lacy Photo Engraving 
Phoenix Engraving 

Republic & Gazette Engraving 


PITTSBURGH 
Liberty Engraving 


PITTSFIELD, Mess. 
Eagle Publishing Co. 


PLEASANTVILLE, N. J. 
Volk Corporation 


PORTLAND, Ore. 
American Engraving 
Beaver Engraving 

Emmons Engraving & Elec. 
Hicks-Chatten Engraving 
Journal Publishing 

Donald Potter Engraving 
Robinson- Walker Engraving 


PORTSMOUTH, Ohio 
Compton Engraving & Printing 


PORTSMOUTH, Ve. 
Tidewater Engraving 


PROVIDENCE 
Barbett Photoengraving 
Roger Williams _ 


PUEBLO, Colo. 


Colorado Engraving 


RALEIGH 
News and Observer 


REGINA, Caneda 


TriGraphic Engravers 
RENO 


Silver State Press 


RIVERSIDE, Colif. 
Rubidoux Printing 


ROANOKE 

Dixie Engraving 
Roanoke Engraving 
Roberts Engraving 
Southeastern Engraving 


ROCHESTER 
Franklin Engraving 


SACRAMENTO 
Alta Engraving 
Bee Engraving 

Dome Engraving 


SALT LAKE CITY 
Debouzek Engraving 

Graphic Arts Engraving 
Newspaper Agency Corp 

J. P. Ridges Engraving 
Utah Engraving 

Zion's Cooperative Mercantile 


SAN ANGELO 
Red Rooster Photo & Engraving 


SAN ANTONIO 
Robinson Platemakers 


SAN BERNARDINO, Colif. 
Inland Printing & Engraving 


SAN DIEGO 

Carroll Photo Engraving 
Progressive Photo Engraving 
Sunset Engraving 


SAN FRANCISCO 
Acme Photo Engraving 
Graphic Arts Engraving 
Walter J. Mann Co. 
Master Photo Engraving 
Salter Brothers 

San Francisco Chronicle 
San Francisco News 
Sterling Engraving 


NEAREST FLUORO LICENSEE (Cities are listed alphabetically) 


SAN JOSE, Calif. 

Coast Engraving 

San Jose Mercury Herald 
SAN MATEO, Celif. 
Premier Engravers 


SAN RAFAEL, Colif. 
Independent Journal 


SANTA ANA, Calif. 
Santa Ana Engraving 


SANTA BARBARA, Calif. 
Aristo Engraving 

*Robert W. Moline 
*Joseph C. Sanders 


SAVANNAH 
Savannah News-Press 


SCRANTON 
Advertisers Engraving 


SEATTLE 

Arteraft Engraving 
News Publishing 
Northwest Engraving 
Seattle Times 
Sterling Engraving 
Western Engraving 
SHREVEPORT 
Louisiana Engraving 
Shreveport Engraving 
SIOUX CITY 
Journal Tribune Publishing 
Service Engraving 
SPOKANE 

Parent Engraving 
Spokane American 


SPRINGFIELD, Mass. 
P & B Engraving Co. 
ST. Louts 

Central Engraving 

St. Louis Engraving 


ST. PAUL 
Buckbee-Mears 


Photo Offset Plate Co 

St. Paul Dispatch-Pioneer Press 
ST. PETERSBURG 

St. Petersburg Times 

Southern Engraving 

TACOMA 

Liberal Engraving 

West Coast Engravers 

TAMPA 


Johnston Printing 
Tribune Company 


TOLEDO 

Toledo Blade 

TOPEKA 

Capper Publications 
Topeka Engraving 
TORONTO, Cenede 
Bomac Engravers 

Photo Engraving & Electrotypers 
Rapid Grip & Batten 
TRENTON 

Leader Photo Engravers 
TUCSON 

Hollis Photo-Engravers 
TULSA 

Southwestern Engraving 


UNION CITY, N. J. 
New City Printing 


VANCOUVER, Conede 
Cleland-Kent Western Ltd. 
Repro Printing Plates 
Tri-Graphic 

Vancouver Province 
Zenith Engraving 


VICTORIA, Cenede 
Flynn Engraving 
Island Engravers 


waco 
Alco Engraving 
Austin Engraving 


WATERBURY, Conn. 


American-Republican 


WHEELING 
Wheeling News 


WICHITA, Ken. 
Wichita Beacon 
Wichita Eagle 


WICHITA FALLS, Tex. 


Story & Company 


WILKES-BARRE 
Barre Engraving Co. 


WINDSOR, Canado 
Star Publishing Co. 


WINNIPEG, Canada 
Brigdens of Winnipeg 
Bulman Brothers 

Graphic Art Engravers 
Process Plate Service 
Rapid Grip & Batten 
Stovel-Advocate Press 
Western Engraving Bureau 


WINSTON-SALEM 


Piedmont Engraving 


YOUNGSTOWN 
Photo Reproductions 
Youngstown Arc Engraving 


*Universities and Trade Schools 


THIS LIST WAS NECESSARILY COMPILED LONG BEFORE PUBLICATION. 
NEWEST LICENSEES ARE THEREFORE NOT SHOWN. 





“The Story Of Paper That Stretch- 
es,” describes how the process was 
developed, explains in simple terms 
how it is manufactured, its basic 
characteristics, and present and po- 
tential applications. Generously 
illustrated with photographs and 
diagrams, it serves as an effective 
introduction to this much talked 
about new product. 

. for more details circle 744, page 127 


Supplies Four-Color 
Separations For Offset 


Putting four-color lithographic il- 
lustrations within the range of the 
small print buyer is one of the spe- 
cialties of W. A. Krueger Co., 
Brookfield, Wis. Krueger has issued 
a brochure listing the company’s 
selection of four-color separations 
available for reproduction. 

The 24-page booklet lists illustra- 
tions according the subject matter— 
birds, desert life, landscapes, min- 
erals are a few of the categories. 

Krueger, creator of “Micro Color” 
lithography, is geared to handling 
bulk mailings and drop shipments 
at minimum cost. 

- for more details circle 745, page 127 


New Model Joins 
Electronic Engravers 


A new model of the Scan-A- 
Graver, the engraving machine that 
makes plastic plates electronically, 
has been introduced by Graphic 
Equipment Division, Fairchild Cam- 
era & Instrument Corp., Plainview, 
N. Y. Known as the “Scan-A-Grav- 
er Illustrator,’ the new machine 
offers two ratios of enlargement in 
addition to the one-to-one repro- 
ducing feature. 

The Illustrator, which makes en- 
largements directly and automat- 
ically, has been designed to include 
a hood which assures quiet opera- 
tion. It has a flop switch for revers- 
ing the position of a picture and a 
reverse switch for producing a white 
on black reproduction from black on 
white copy. The machine is avail- 
able in either 65 or 85 screen. 

Other Fairchild electronic en- 
graving machines include the Stand- 
ard which produces 8x10 engravings, 
same size as copy; the Cadet table 
model, which produces same-size 
6x8 engravings, and the Scan-A- 
Sizer, which will enlarge or reduce 
four time, has flat bed scanning and 
will produce a maximum size 
printing plate 12%4x1€”. 

The Illustrator was introduced to 
fill a market requirement between 
the Standard and the Scan-A-Sizer. 

| 





NBB Covers [) 





You trade up 
your line 

when you trade up 
its Presentation 


WITH MODERN, PLASTIC 
3D COVERS BY NATIONAL 


These covers are called ‘‘3-D”’ because 
the design is in three dimensions. 
Your name is a stand out in plastic 
applique letters. The beautiful, 
virgin plastic cover material offers 
a wide range of decorative and 
color possibilities. These covers 
may be silk screened, stamped 
and embossed. 

You'll find the cost surprisingly 
low. Our NBB Representative can 
provide expert counsel and a choice 
of designs by our Design Depart- 
ment. Send coupon now. 


Nationa, BLankx BBooxk company co 


Dept. 1007, HOLYOKE, MASSACHUSETTS 


Please send information about how to select a decorated cover and about the new 
Have your representative call J 
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How to Combine 


the Literature of 


Many Companies 


When Haloid Corp. wanted to introduce a brand-new system for making 
engineering drawings, its customers needed to know about the 
products of many companies before they could decide. 
A cooperative kit of information was the answer. 


An ambitious merchandising pro- 
gram can easily fall flat on its face 
unless the interested prospect is 
kept in a buying mood with a sup- 
ply of quality take-home literature 
that reflects the care and planning 
of the campaign itself. 

Haloid Xerox Inc., Rochester, 
N.Y., has completed a six-month 
traveling demonstration in which 
its own product—an electrostatic 
photocopying machine—was only 
one unit in a promotion designed 
to sell unitized microfilm systems. 
Bell Telephone Laboratories, Inter- 
national Business Machines Corp. 
and Addressograph-Multigraph 
Corp. were part of the group. 

By the same token, the take- 
home kit, which was distributed to 
guests after each demonstration, 
contained the literature of all co- 
operating companies. Hence, in 
every phase of its design, planning 
and production, the chief aim was 
to suggest unity—not pandemonium. 


> Billed as “Copyrama,” the travel- 
ing unit visited representatives of 
industry, financial houses, share- 
holders and members of the press 
in ten major U.S. cities and Can- 
ada. Its purpose was to explain a 
unitized system for the preparing, 
microfilming, filing and automatic 
processing of engineering drawings 
mounted on punched cards. Also 
inherent in the system was repro- 
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duction of the microfilmed drawings 
on the Xerox Copyflo 24 continuous 
printer—and that, of course, is where 
Haloid Xerox fits into the picture. 

Copyrama demonstrated how the 
original drawings could be copied 
onto microfilm and the individual 
frames mounted into punched date- 
processing cards and the cards filed, 
ready to be run at a moment’s no- 
tice through the Copyfio printer 
which xerographically enlarges each 
frame to a high-quality drawing of 
workable size. Savings in time, 
space and materials—as well as 
money—were the key to the sales 
message. 


> The handsome 12x14%” black, 
white and gold kit, which Haloid 
Xerox prepared for its guests, gave 
all details of unitized microfilm 
systems. Since Haloid Xerox makes 
only the Copyflo printer, the kit 
offered separate compartments for 
the literature of other manufac- 
turers whose equipment is neces- 
sary to the system. Thus, IBM; 
Recordak Corp., a subsidiary of 
Eastman Kodak Co.; Bell Labora- 
tories; Addressograph-Mu1tigraph; 
and Filmsort Co., a division of 
Miehle-Goss-Dexter, were accorded 
space. Literature from Art Metal 
Construction Co. and Rol-Dex Di- 
vision, Watson Manufacturing Co., 
both manufacturers of filing cabi- 
nets, was also included. 


Outside, the kit was silk-screened 
in gold and black on a white baek- 
ground (the official Copyrama 
colors). It opened to reveal two file 
pockets which each contained a 
piece of material which pretty well 
summed up the entire system. The 
smaller pocket held a sample 7%4x 
344” data-processing ecard into 
which a microfilm frame had been 
mounted. The larger pocket held 
a folded 30x24” print of the micro- 
film run off on a Copyfio printer. 

Behind these insertions, in the 
main pocket which made up the 
major portion of the folder, liter- 
ature of the various companies was 
inserted, separated by 11x13%” di- 
viders labeling each significant step 
in the process—drafting, microfilm- 
ing, aperture cards, Xerox Copyfio 
Equipment, data processing equip- 
ment, filing equipment and offset 
duplicating equipment. Literature 
for each company was inserted in 
its logical slot in the progression. 


> The kit was planned by Peter 
Prozeller, Haloid Xerox’ manager 
of sales promotion. Construction de- 
sign was by Smith-Hart Printing 
Corp., Rochester, N.Y., working 
with Hutchins Advertising Co., also 
of Rochester. Layout and art de- 
sign were by Ellis St. James and 
Mortimer J. Leary, both of the 
agency. Modern Color Press, Ro- 
chester, did the silk-screening. 44 
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CUSTOM OFFSET 

High in appearance smooth to the touch 
new and improved for finest quality advertising 
commercial, and book printing 


LITHOBULK OFFSET 
The blue-white sheet with body gives printed 


messages and products the emphasis ar 
appeal they deserve 


TYPOBULK EGGSHELL 
The companion of Lithobulk with the distin 


tiveness for fine letterpress reproductions a) 


>) 


cd 
} 


excellent choice for publishers 


CLIMAX 

Bright-white in Eggshell and English Finish 
select, to match the character of the job ‘ers sy 
for book and publishing work 


Samples of this new family of papers are available 
now. Write oan ael la elem 


ALLIED PAPER CORPORATION 
KALAMAZOO, MICHIGAN 


‘‘nreferred printing papers 
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Technicians Talk... 


Buyers’ Viewpoint 
Takes Spotlight 


The buyer of printing doesn’t 
really care about the technical 
processes necessary to produce his 
job; he merely wants the job done 
well and at a reasonable cost. The 
producer of printing, on the other 
hand, is more likely to be involved, 
physically and emotionally, with a 
specific process rather than with 
the end result. It is rare when the 
twain find a common meeting 
ground, but one of those rare oc- 
ceasions occurred at the 9th An- 
nual Conference of the Research & 
Engineering Council of the Graphic 
Arts Industry. 

This was particularly true of a 
panel on “The Future of the Print- 
ing Processes,” moderated by J. 
Homer Winkler of Battelle Me- 
morial Institute. This looked at the 


If a quiz master asked us how many bouillon cubes 
there are in a bull we wouldn’t know, but we could 


answer any questions on fine photoengravings 


five major processes with a con- 
sumer’s eye, although the audience 
was largely made up of technical 
men. 


Screen Process .. The panel was 
opened by Herbert Sperry, Color 
Process Co., Philadelphia, who 
pointed out that screen process, 
which his company specialized in, 
was the least understood of all the 
graphic art processes. Its main ad- 
vantage is that it can lay an even 
deposit of unchanging color. This it 
can do better than any other print- 
ing process. It can lay opaque white 
over a dead black; it can produce 
an even, intense color. 

Screen process shops have grown 
out of the basement, one-man stage, 
and are now becoming highly spe- 
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cialized. Among the specialties 
within the industry are metal dec- 
orating, electronic circuits, printing 
on plastic sheets, before vacuum 
forming; wood decorating, and four- 
color work. 

The last category is coming up 
very rapidly, and is especially use- 
ful for point-of-purchase material. 
If the printed material is to be held 
in the hand when examined, better 
stay away from screen process, Mr. 
Sperry advised. But if it is to be 
seen on the wall, at a distance, the 
color and strength of screen process 
cannot be matched. 

The major problem that lies ahead 
of this as a printing technique is 
the control of the thickness of film 
that is applied. Other problems, like 
drying speed, color range, and speed 
of output have been licked. There 
seems to be no reason why film 
thickness, too, cannot be licked in 
the foreseeable future. 


Flexography .. This branch of 
printing production was discussed 
by Sigfried Higgins, Williamson & 
Co., Caldwell, N. J. Its name, a 
coined word, is not especially de- 
scriptive of the process, but both 
the process and its name have 
gained wide acceptance. The char- 
acteristic feature of the process is 
its use of a rubber plate as a print- 
ing surface. Its resilience makes it 
useful for printing on irregular sur- 
faces, and the flexibility of the plate 
makes a web rotary press simple 
to achieve. 

Currently it can run as high as 
1,000’ per minute, and can use an 
85-line screen. Five years ago, Mr. 
Higgins pointed out, halftones were 
not possible, and general appearance 
was crude, because even §85-line 
was beyond the grasp of the process. 
He predicted the achievement of a 
110-line screen within the next five 
years, and presses capable of 1,200’ 
per minute. 

One of the most versatile of all 
printing processes, flexography’s 
largest use is for packaging, es- 
pecially printing on plastic films. 
Other categories into which the in- 
dustry is divided are envelopes, 
business forms, books, corrugated 
boxes, and specialty printing. 


Gravure ..A report on this process 
was prepared by Oscar Smiel, In- 
taglio Service Corp., and read in 
his absence by Harvey George. 
Gravure dates its modern phase 
only since about 1936, when, ac- 
cording to Mr. Smiel, a number of 
innovations made it competitive. 
Since then it has become an im- 
portant factor, especially in long- 
run jobs. An example of that is the 
catalog field (See AR, April) and 





its increasing use for newspaper 
supplements. 

The future growth of gravure lies 
in two areas, which Mr. Smiel listed 
as packaging first, and then for pre- 
printed advertising inserts for 
newspapers. This latter holds prom- 
ise of giving better color than ever 
before for newspapers. 

The possibilities of gravure are 
indicated by the capabilities of 
modern presses, which can turn out 
56-page signatures, in full-color, as 
fast as 50,000 copies an hour. 


Lithography . . Paul Lyle, West- 
ern Printing & Lithographing Co., 
Racine, Wis., took a good look at 
lithography, and was properly en- 
thusiastic about its future. His first 
warning to the lithographers pres- 
ent was not to become complacent 
about the technique’s recent growth. 
As an example of this progress, he 
pointed out that at the end of 
World War II, there were about 
80 four-color sheet-fed litho press- 
es, while today there are five or six 
times as many as that in operation. 
He listed the advantages of lithog- 
raphy, pretty much as follows: 


@ Plate and makeready costs low, 
but shorter runs than letterpress. 


® Most efficient for short runs with 
profuse illustrations. 


e Easier to assemble film than 
metal. 


® Down time reduced; a 52x76 
sheet-fed press requires only 1% 
hours. 


© Increased flexibility; it can use 
any part of the sheet, with no clips 
or forms to interfere. 


e The printing surface it can use is 
less restricted. 


© Low storage and shipping costs 
for plates or films. 


To counter these, there are a 
number of disadvantages: 


e The paper needed for lithography 
is somewhat more expensive. 


e The ink is slightly more expen- 
sive. 


® Picking and piling are two faults 
that handicap speed and quality of 
production. 


® Color is less consistent because 
of the difficulty of maintaining a 
constant ink-water relationship. 


e Press plates don’t last quite as 
long as on letterpress. 


® Slightly less uniformity in step- 
and-repeat processes. 


@ Press equipment, because of the 





Perhaps it’s time for a fresh design 
and a bright new WESTON paper 


Your printer, advertising agency or letterhead designer will 
gladly suggest a new design and a paper of appropriate quality 
from the complete family of Weston cotton fiber letterhead 
papers — including Old Hampshire Bond (Extra 

No. 1, 100%), Defiance Bond (100%), Win- 

chester Bond (50%), Weston Bond (25%) and 

Weston’s Hand Weave (25%). Write Dept. AR 

for samples. 
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Typing errors . . .even whole phrases . . . can now be erased 
like magic with just an ordinary soft rubber pencil eraser. 
There’s no smudge—no smear. Pen and ink signatures, how- 
ever, are just as permanent as on regular bond paper. 

Gilbert Superase Bond is also excellent from an appear- 
ance standpoint. It has the smart cockle finish always associ- 
ated with quality papers, and it has a sparkling whiteness— 
good opacity. 

In printing for letterheads or formwork Gilbert Superase 
Bond requires no special handling. It is not slippery, will 
take any hard drying ink, and there is no tendency toward 


“tackiness.” Your printing supplier or Gilbert Merchant 
can give you complete information. 


Send for Free Superase Folder, 
which includes erasure testing area. 


Gilbert Paper Company 
Menosha, Wisconsin 


Gentiemen: Please send Free Superase Folder with test area. 


Name 
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inking mechanism, tends to be 
somewhat more expensive. 


@ Wage rates are higher than in 
comparable processes, although this 
is partially offset by the fact that 
more flexibility is available, be- 
cause of a single union having 
jurisdiction. 

Research must concentrate on 
these problems if lithography is to 
continue its growth, Mr. Lyle felt. 


Letterpress . . The final panelist 
was Joseph Chanko, Conde Nast 
Press, Greenwich, Conn. He pointed 
out that letterpress had a number 
of factors in its favor: availability, 
flexibility, quality and economy. He 
added that letterpress had not been 
static in recent years, listing such 
improvements as increased speed, 
now 5 to 6,000 sheets an hour, and 
reaching for 2,000’ per minute on 
web; heat-set inks; better rollers; 
the acceptability of machine-coated 
papers; automatic feeders, high- 
speed binders; automatic trimmers; 
and better web controls. 

In the future, Mr. Chanko felt, 
there would be few great steps for- 
ward. He foresaw no miracles, but 
plenty of room for cost reduction. 
Among the areas in which hard 
thinking might produce results are 
additives to inks and papers to pro- 
duce instantaneous drying; a better 
method of eliminating dead metal 
in engravings; a way of eliminating 
static; an automatic web jogger; 
more even ink distribution tech- 
niques; an automatic bundle wrap- 
ping machine. 


> Putting all the reports together, 
the future is bright for printing 
buyers. Each of the processes ex- 
pects to improve in efficiency, and 
to grow in volume. Each will be 
pushing its suppliers for better ma- 
terials and equipment at lower 
cost. All in all, how can this situa- 
tion fail to make things better for 
everybody? 44 


Potomac Cover Line 
Adds Four New Colors 


A new sample book of Mead Pa- 
pers’ Potomac cover stock line is 
available from the Dayton, Ohio, 
paper manufacturer. The book in- 
cludes four new colors—a brilliant 
new yellow, an improved azure and 
a light and a mist gray—bringing 
the number of colors now offered 
to 12 plus white. 

A staple cover brand for many 
years, Potomac also comes in four 
finishes—antique, ripple, leather and 
crash—weights from 50 lb. to 130 
lb. 


+ + « for more details circle 741, page 127 
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Impressive Array . . . The author examines the major materials 


used to help dealers get into the program. 


Mattresses are not the easiest items to make glamorous, 
but Sealy pulled the trick with a campaign that involved 
direct mail, p.o.p. and window displays. 


By Gerald C. Shappell 
Advertising Manager, Sealy Inc. 
Chicago 


At Sealy we view each of our 
national advertising campaigns as a 
big beautiful balloon — it attracts 
attention to our products, explains 
features, does the necessary pre- 
selling job — but it’s got to be tied 
firmly to the dealer’s floor. In the 
case of our 78th Anniversary pro- 
motion, currently running, we had 
one of our biggest challenges, in 
that the campaign is the largest 
ever, and we had many problems. 
Primary among these multiple 
problems are: 


e Bedding and dual purpose sleep 
equipment require much floor space 
and it is difficult to induce dealers 
to give up even more space for 
point-of-purchase display material. 


e The size of the merchandise 
means that store windows, too, are 
pretty hard to capture. 


e The sheer variety of our thou- 
sands of dealers, ranging from small 
family-run furniture stores to the 
nation’s largest department stores. 
In each campaign there has to be 
something for every one of them. 


e Point-of-purchase materials have 
to catch the eye and tell the story 
— yet fit the display format of 
many different types of stores. 


e The strong newspaper mats, 
which are the backbone of every 
Sealy promotion, have to have 
enough variety to fill the require- 
ments of every dealer. 


e Since the promotion runs three 
months, dealers’ interest must be 
constantly sustained, and they must 
be constantly encouraged to main- 
tain adequate stocks. 


» Since anchoring our national pro- 
motions in thousands of stores is 
primarily the job of our 28 operat- 
ing units and our salesmen. in the 
field, planning for this supporting 
phase of a national campaign is 
directed by our advertising com- 
mittee, composed of plant owners. 
Naturally, for Sealy’s 78th birth- 
day, we wanted the best anniver- 
sary promotion ever, one in which 
the dealers would get the benefits. 
Our committee system of operation 
produced idea after idea. 
Although there are many well- 
known criticisms of committee op- 
eration (it’s been said that a camel 
is a horse designed by a commit- 
tee), this method has always worked 
out fine for us. In committee, spe- 
cific problems can be aired and 
resulting programs are pretty well 
tailored to the needs of each op- 
erating unit. Then, too, one the ma- 
terials have been prepared and the 
outline of the campaign sketched, 


each operating unit has to take over 
in its territory, handle dealer mail- 
ings, call on its dealers, hold sales 
meetings for the dealers, and help 
design and set up individual store 
promotions. 

The committee method gives us 
kind of diffuse leadership with 
prime responsibility in the territory 
after a campaign has been set up. 
From an operating standpoint this 
method also means shorter lines of 
communication and closer control 
at the local level. 


> Particularly apparent in _ this 
promotion was the enthusiasm of 
everyone. Idea seemed to spark 
idea. 

For instance, someone suggested 
that since one of our products being 
promoted was the button-free mat- 
tress, the first dealer mailer should 
be a pillbox containing 10 old- 
fashioned mattress buttons and a 
printed message just hinting of the 
Sealy button-free mattress promo- 
tion coming up and advising him 
that his Sealy salesman would be in 
to see him soon. As it evolved, the 
pillbox was designed to fit into a 
special box container all ready for 
mailing. 

Another suggestion was that it 
would be wonderful if Arthur God- 
frey, whom we sponsored on radio 
for the first time this year, could 
visit each of our dealers and dealer 
salesmen. So someone else sug- 
gested the next best thing — that 
Godfrey cut a record to be played 
by Sealy salesmen for dealers and 
dealer salesmen. 


> It was another brainstorming ses- 
sion that produced the answer to 
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Miniature Window Display . . . Little 
bigger than a briefcase, this complete 
unit, flashers and all, helped dealers 
visualize finished window and dramoa- 
tized promotion program. 


what is always one of our biggest 
problems — capturing dealers’ win- 
dows. The suggestion was that since 
this was our birthday promotion, 
we should have a Sealy birthday 
cake in dealers’ windows. This de- 
veloped into a sure-fire traffic stop- 
per, the cake being the Sealy pro- 
motional mattress adorned with two 
79” paper candles which attached 
directly to the inside of the glass 
window. At the top of the candles 
are flashing lights which simulated 
a burning flame. Copy on the two 
candles gives the story of the mat- 
tress. Inside the window, all atten- 
tion is focused on the bedding. The 
flashing lights are quite effective 
during the dusk and evening shop- 
ping hours. 

So that salesmen could graphi- 
cally and effectively demonstrate to 
dealers this unusual window idea, 
we had miniature window displays, 
complete with tiny flashing lights, 
made up. These are a little larger 
than a briefcase and take up only 
minimal room on a dealer’s desk. 

The working miniature helps the 
dealers visualize just what will be 
in their windows. It means that the 
salesman doesn’t have to explain 
as much as he would with just a 
photograph, and, in itself, the mini- 
ature is a real conversation piece 
that serves to dramatize the entire 
promotion to the dealers. 


> Our national advertising cam- 
paign for this promotion extended 
from mid-January through mid- 
March. Basic elements included a 
three-page gatefold Life “spectacu- 
lar” ad in the January 12 issue in 
which the first page was folded in 
half. The visible half-page carried 
an editorial message with a quote 
from Arthur Godfrey, and the in- 
side two and one-half pages were 
in four colors and showed all of the 
merchandise in our birthday sale. 

In a mid-February issue of Look 
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we ran a four-color page ad on 
three headboard ensembles and one 
of our loafer lounges. We also ran 
ads in the February isue of Better 
Homes & Gardens and the spring 
issue of Modern Bride, this latter 
ad being a single page on the 
Posturepedic. 


> As mentioned before we also 
sponsored Arthur Godfrey on his 
morning radio program for the first 
time. 

We merchandised the Godfrey 
sponsorship in the following ways: 


1. Most of our newspaper ads in- 
cluded a_ reference to Godfrey, 
sometimes in the ad and sometimes 
as alternate copy which could be 
inserted in the ad by the local news- 
paper. 


2. We ran a double-page ad in 
Home Furnishings Daily telling 
dealers that Godfrey would be sell- 
ing Sealy and the 78th birthday 
promotion. 


3. Our dealer mailing pieces gave 
considerable space to Godfrey. 


4. Our three-page ad in Life in- 
cluded a statement by Godfrey. 


5S. Our display cards with the Life 
ad blow up tell about Godfrey. 


6. A message from Godfrey is 
transcribed on the record for use 
with dealer salesmen. 


> To perk the dealers’ interest and 
sustain it through the retail selling 
period, we planned a series of six 
mailers, the first of which was the 
novel teaser “pillbox” which was 
sent to the dealer just before the 
Sealy salesman made his first call. 
Subsequent dealer mailers included: 


e A reproduction of the Home 
Furnishings Daily ad featuring Ar- 
thur Godfrey. The reverse side of 
the reproduction featured a brief 
description of the many other mer- 
chandising aids available for the 
birthday sale — newspaper ads, tv 
spots, displays, etc. 


e An “album of birthday buys.” 
This is a small folder containing 16 
photographs, showing every item in 
the sale. This piece served as an 
excellent reminder to the dealer 
after the salesman had made his 
call. 


e An entire copy of the Life mag- 


azine containing the three-page 
kick-off ad, together with a letter 
from E. H. Bergmann, president of 
Sealy Inc., emphasizing the impor- 
tance of this ad — the largest single 
ad Sealy has ever had. 


e A reprint of the ads appearing in 


Look and Better Homes & Gar- 
dens were also mailed. 


e Finally, there was a “last chance” 
mailer advising the dealer that the 
birthday sale ended in approxi- 
mately a month and asking him to 
recheck his stock. 


> For that most important job of 
face-to-face selling of the dealer, 
Sealy salesmen were, we think, 
better armed than ever before. 
They had the Godfrey recording, 
the eye-catching miniature window 
display, and a four-panel presenta- 
tion folder which was big enough 
to tell the story and small enough 
to fit easily on a dealer’s desk. This 
folder contained a glossy photo- 
graph of every item in the line and 
fabric swatches. Pockets at the back 
of two panels held newspaper ad 
mats, the recording, and magazine 
ad reprints. 

These same folders, without the 
pockets in the back, also were made 
available to smaller dealers, as 
point-of-sale pieces. 

Other salesmen’s aids included a 
national advertising presentation 
folder, an accordian-pleated piece 
which depicted the national adver- 
tising effort, and booklets listing the 
distribution of the magazines used 
in the campaign throughout the 
country. 


> For the dealers’ own use, the 
Sealy salesmen offered a number 
of mailers including a traffic build- 
ing tabloid self-mailer. The self- 
mailer contained a coupon redeem- 
able with $1.38 for two pairs of im- 
ported nylon gloves with a retail 
value of $3.69. All the items in the 
sale were shown on this mailer and 
the back page was reserved for the 
Posturepedic. Provision was made 
to reprint the dealer’s name on 
these pieces. 

Another mailer used was a three- 
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fold, four-color post card size mail- 
er for dealers to use with their 
customers. It depicted six of the 
birthday buys in four-color photo- 
graphs. 

We also supplied the dealer with 
stuffer ideas. 


> For in-store use we designed the 
following elements, in addition to 
the “birthday cake” window dis- 
play. 


1. Two large window streamers 
announcing the birthday sale and a 
30x36” blow up of the four-color 
section of the inaugural Life ad. 


2. A set of four window streamers 
in a tube — this was intended for 
small dealers and extra in-store 
display material for larger dealers. 


> For dealers’ bedding departments, 
we designed: 


1. A pennant pole display for the 
promotional mattress. 


2. Displays for the three sofa sleep- 
ers, designed to harmonize with 
the mattress pennant display and 
remind the customer that the sofa 
she is looking at also is a bed. Each 
display gives three important fea- 


Folder Tells How To 
Cash In On Publicity 


“How to Convert Publicity Into 
Sales,” a folder telling just that—in 
check list fashion—is available from 
Greif-Associates, New York engi- 
neering and industrial publicity 
agency. 

The step-by-step check-list pro- 
ceeds on the premise that industrial 
publicity, as such, is a mere tool 
and, like any other tool, is effective 
only if efficiently used. 

The leaflet outlines the operations 
proved most effective in translating 
publicity into dollars. It tells how to 
exploit publicity fully for maximum 
sales and how to trace the effective- 
ness of planned publicity. 

+ « + for more details circle 701, page 127 


Compact Booklet Offers 
Hints on Better Letters 


Valuable tips on better letter- 
writing are outlined in a pocket- 
sized booklet published by Y&Y 
Publishing, Dayton, O. 

Entitled “Hints on Better Letters”, 
the booklet contains 48 short, to- 
the-point suggestions for improving 
business letters. 

Single copies are priced at 10c. 
Y&Y Publishing, 349 W. First St., 
Dayton 2, Ohio. 44 


tures of the sofa, as well as price. 


3. An easel blow up of the kick-off 
Life ad. 


4. Easel blow up of the Look and 
Better Homes & Gardens ads. 


5. Headboard display cards calling 
attention to the 78th birthday sale 
and the fact that the ensembles 
were advertised in Life. 


6. Hang tags which duplicate the 
appearance of the headboard display 
card. 


7. Color swatches for dual purpose 
equipment. 


> The two gages of a combined co- 
ordinated selling effort such as our 
78th anniversary promotion are: 
(1) acceptance by dealers and 
associates and (2) sales. At our 
own sales meeting, for example, 
when the products and selling cam- 
paign were unveiled, plant execu- 
tives and their salesmen, who are 
usually pretty blase about these 
things, leaped to their feet at sev- 
eral junctures and applauded. 
Excellent sales have convinced us 
that this enthusiasm for our cam- 
paign has been well merited. 4 4 


Quik-Stripper, Jr. . . . New hand tool 
from Addressing Machine Co. facilitates 
plate and card removal from Addresso- 
graph frames. 


Addressograph Stripping 
Eased by New Hand Tool 


A device to facilitate the removal 
of plates and cards from Addresso- 
graph frames has been introduced 
by the Addressing Machine Co., San 
Francisco. 

A simple to use hand tool, “Quik- 
Stripper Jr.” will function with any 
style of frame and in any size. In 
addition, the frames can be stripped 
of plates and cards without putting 
fingers on the inked plates. 

List price is $12. Complete infor- 
mation is available from Addressing 
Machine Co., 667 Mission St., San 
Francisco. 44 





FULL COLOR 
POST CARDS 
DESIGNED TO SELL!| 


Crocker Mirro-Chrome 
advertising and sales 
promotion post cards 
brilliantly portray and 
sell your product 

at a cost of less than 1¢ 
each. Mirro-Chrome can 
work for you—contact 

a Crocker Salesman in 
your area, or write 


Dept. AR-7 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission « Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th + New York, 11 W. 42nd 
Detroit, 19600 W. McNichols . Baltimore, St.Paul & 24th 
Seattle, 322 Colman Bidg. + Portland, 1325 S.W. 13th 





Are Te NL Lg 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 
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A Contest to Intrigue 
Sophisticated Admen 


A week in Istanbul was the bait 
that tempted admen all over 
Evrope to study Time magazine, 
to think about its advertising 
values, and to prepare an actual 
advertisement. 


By Bette Macon 
AR Associate Editor 


An offbeat direct mail contest 
performed flying carpet magic for 
Time International when it en- 
abled the publication to: 


® present all of its selling facts in 
one mailer 


® achieve concentrated readership 
of that mailer 


® collect advertising ideas from all 
over the world. 


Chosen by European Promotion 
Manager Bob Fearon, the vehicle 
was an ad-writing contest featur- 
ing a trip to Istanbul as first prize. 
It offered admen a chance to dis- 
play their prowess with copy and a 
layout on the values of advertising 
in Time. It also provided the pub- 
lication with a fine chance to out- 
line facts and figures without fear 
of fatiguing the reader since this 
was background information for the 
contestants. 


> Initial mailing of the promotion 
was a six-page, two-color folder 
in black and a light, “golden” tan. 
This “golden” tan, according to Mr. 
Fearon, “was picked to give the 
piece a look of richness and project 
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a feeling of prestige so as to en- 
courage presidents and managing 
directors and the like to enter, It 
also fit into the idea of Istanbul, 
sultans, and the exotic East.” 

The folder was packed with Time 
facts including: 


® a thumbnail profile of the Time 
reader 


® a rundown of the various editions 
of Time and their combined circu- 
lation 


© Time’s editorial content and its 
world-wide newsgathering setup. 


Next was a page headed: “With 
these facts in mind, your advertise- 
ment might take any of several ap- 
proaches.” Three sample approaches 
followed, accompanied by six rea- 
sons why a company might profit- 
ably advertise in Time. 


how to be irresistible... 


Enclosed with the folder were 
three sample entries, a sample vis- 
ual, and a dozen memos outlining 
the contest which the executive 
could pass on to his staff. These 
sample entries re-stated and re- 
emphasized the facets and ad-writ- 
ing suggestions given in the main 
mailing piece. 


> The complete kit was mailed to 
approximately 4,000 people—Time 
International’s full European pro- 
motion list—and with the dozen 
memos included with each kit, the 
promotion had a potential of 52,- 
000 people. 

Two follow-up cards were mailed 
out. The first came two weks after 
the initial mailing and the second 
one—a last-minute  stimulator— 
gently prodded procrastinating con- 
testants, while offering a last minute 


irresistible ad meets 
immovable deadline 


Reminder Notices 


. « « These oversize postcards, in two colors, kept admen reminded 


of the approaching deadline, and offered additional kits where needed. 
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entry suggestion. 

This suggestion was that they 
write a testimonial type of ad “that 
attests both to the value of interna- 
tional advertising and to Time as 
an effective international advertis- 
ing medium.” 

A clever gimmick, it was far 
more than an idea aid to drooping 
contestants. It was a way of putting 
Time on record as the originator 
of the publication’s basic advertis- 
ing theme for the coming year. 

Fearing that contestants might 
coincidentally hit upon the theme 
already chosen, Mr. Fearon chose 
this way to publicize the theme 
ahead of time so as to forestall any 
later recriminations from irate but 
mistaken contestants. 


> Response to the ad was much 
greater than had been anticipated. 
There were nearly 1,000 entries 
from 531 contestants in 17 different 
countries. Many admen had been 
enthusiastic enough to send in six 
different tries at the trip. 

Maurice Dodd, London, was the 


Long-Range Pianning 
Guide Aids Small Business 


A booklet explaining long-range 
marketing, merchandising and ad- 
vertising planning for small and 
medium size businesses has been 
published by Caruso, Malis & Worn 
Inc., Chicago. 

Entitled, “How To Plan For Prof- 
it,” the booklet gives a merchandis- 
ing and marketing guide to small 
and medium size companies with- 
out formal plans for future com- 
pany growth. 

The booklet discusses and ana- 
lyzes problems and opportunities in 
all phases of small and medium- 


Final Report 
A brochure, 10x12”, 
told of the winner’s 
trip, gave his ad and 
the four runners-up, 
| and listed 61 near- 
miss entries. 


winner. He and his wife were flown 
to Istanbul for a week’s stay at the 
Istanbul Hilton. 

The winner’s entry, trip-diary and 
sketches made up the bulk of the 
contest “follow-up” piece. Here the 
four second-prize ads were set up, 
and a special list gave the names 
of the 50 “near miss” contestants. 


> Summing up, Mr. Fearon com- 
mented: “Our direct mail program 
is a form of group persuasion which 
attempts to move many people a 
little way towards buying the ad- 
vertising space in Time. Our sales- 
men, of course, are individual per- 
suaders who attempt to move very 
few people (their accounts) all the 
way. 

“The ‘write-an-ad’ contest seemed 
to be one of the very few ways in 
which we could expect to get across 
a lot of information about Time in 
one mailing. If ever we could de- 
vise a mailing piece that did more 
than move groups of people ‘just 
a little way’ this device seemed to 
me the one that would do it.” 44 


sized business betterment planning, 
step by step. In text and chart form, 
it provides a guide in formulating 
long-range management plans sim- 
ply and quickly. 
Copies are available. 
+ for more details circle 702, page 127 


New Mailing Machine 
Introduced by Parnat 


An automatic mailing machine 
that collates, nests and inserts ma- 
terial into envelopes ranging in size 
from 6x9” to 9x12” has been intro- 
duced by the Parnat Business Ma- 
chines Corp., New York. 

The new mailer can collate all 





Ifa man will begin with 
certainties, he shall end in 
doubls; but of he will be con- 
tent with doubls, he shall end 


tn certainties.—Francis Bacon 1561-1626 


‘Taint so, Mr. Bacon. if we tell you 
we'll get your job out dn a particular 
day, that's a CERTAINTY and there's 
NO DOUBT ABOUT IT. That's just one 
of the many reasons why our custom- 
ers have been with us for years and 
years. So how about you giving us a 
try? 
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Plastichrome® reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best — each postcard in vibrant 4 color 
process to give extra impact — more realism. 
Plan a color postcard promotion in your next 
campaign, supplement it with Plastichrome 
natural color brochures, broadsides and 
catalog sheets. The cost is amazingly low — 
the results fantastically high. 
And remember — Plastichrome® by Colourpicture 
gives you all these extras: 

@ Complete creative service 

@ Hi it quality of the industry 

@ Full color proofs at no additional charge 

assures satisfaction 
@ Prompt, on-time delivery 


@ Low prices — a complete campaign for less 
then 1¢ each. 


Write for FREE Merch 
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types of material from 3x5’ through 
8%4"x11"; 13-pound single sheet pa- 
per to 4%” thick catalogs. It can nest 
material into the pages of a catalog, 
then insert the nested or collated 
material into envelopes and then 
seal and stack. 

Additional features include bot- 
tom delivery which permits con- 
tinuous loading without interrupting 
production and accuracy controls 
for catching both “doubles” and 
“misses.” 

Complete information is available 
from Parnat, 1816 Boston Road, 
New York 60. 44 


Pitney-Bowes Issues Guide 
To Using Direct Mail 


A new booklet described as “an 
ideal primer for those who have 
wished to use direct mail, but never 
knew quite how to get started,” has 
been published by Pitney-Bowes 
Inc., Stamford, Conn. 

Entitled “How to use Direct Mail 
to Promote Your Business,” the 32- 
page booklet was written primarily 
for the small company. However all 
direct mail users can find it val- 
uable since it is based on the com- 
pany’s long experience in the field. 

Among the subjects discussed in 
the booklet are, “Who uses direct 
mail?”; “What direct mail has done 
for others,” “How to put direct mail 
to work for you;” and “Tips for 
getting better readership.” 

. for more details circle 706, page 127 


Curtain Raiser Mailer 
Adds Impact to Message 


A novel folder with a miniature 
wood slat curtain inside that rolls 
up to show the ad message has been 
created by Brownie Mfg. Co., New 
York. 

A novel _ attention-getter, the 
“Curtain Raiser” is available in two 
models. 


1. The automatic model in which 
the recipient does nothing but open 
the folder and the curtain rolls up. 
This type also automatically rolls 
its curtain down when the folder 
is closed. 


2. The regular model, which has a 
cord and tassel connected to the 
roll-up curtain, and copy asks the 
recipient to pull the tassel to unveil 
the new product or ad message. 


Complete information is available 
from Brownie Mfg. Co., 55 Frank- 
fort St., New York 38. 44 
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New Mailer Keeps Pace 
With Space Rocket Age 


The space age and direct mail are 
neatly combined in a new rocket 
mailer developed by the Hewig Co., 
New York. 

The mailer is constructed of blue 
and silver covered rigid paperboard 
and measures 7” in all from base 
to the tip of the silvered-colored 
nose cone. 

Mailings are inserted through a 
removable cap at the base, and the 
rocket is mailed in a white cloth 
bag with an attached linen label for 
postage and address. Also included 
on the bag is copy reading: “It’s 
from out of this world — First Class 
Mail.” 

The mailer can carry a regular 
lightweight letterhead for first class 
postage rates. A special “It’s Out of 
This World” letterhead is also sup- 
plied. Prices range from 32c each in 
quantities of 100 to 15%c each in 
10,000 quantity orders. 

Samples are available. 

- for more details circle 707, page 127 


Office Automation Process 
Described in Booklet 


The advantages of common lan- 
guage tape and edge-punched card 
machines is described in an eight- 
page booklet from Remington Rand 
Div., Sperry Rand Corp. 

The major component of this of- 
fice automation system is the elec- 
tronic Synchro-Tape typewriter, a 
machine that can create and read 
paper tape and edge-punched cards. 

Through this machine, other office 
machines and procedures can be in- 
tegrated for complete automation, 


Her title is chief customer relations 
counsel — in other words, she has 
to stall the rush-rush boys — 


including inter-office wire communi- 
cation. The result is automatic ma- 
chine-to-machine processing of pa- 
per work from the initial document 
to the final data. 


- « « for more detoils circle 704, page 127 


Booklet Gives Facts Of 
Industrial Publicity 


A 20-page, pocket-size booklet on 
the why and how of industrial pub- 
licity—projects, programs, planning 
and costs—is available from Joseph 
C. Moore, New York industrial pub- 
licist. 

The booklet includes a check list 
of more than 50 types of articles and 
releases which can be prepared for 
industrial companies and a list of 
primary and secondary benefits of 
an industrial publicity program. 

+ +» » for more details circle 703, page 127 


Rapid-Reply Letters 
Have Built-in Replies 


Preprinted bulletins with a die- 
cut opening for the reply card in 
the addressing space are available 
from Sales Starters, Great Neck, 
x: Y. 

The bulletins have cartoon illus- 
trations and sales promotional head- 
lines for a variety of mailing pur- 
poses. 

The bulletins are printed in two 
colors with the reply card in a 
third color. A die-cut arrow grips 
the reply card and spot-gumming 
on the back keeps it secure until 
removed. Prices range from $22.50 
for 500 to $12.50 per thousand for 
large quantity orders. 

Samples are available. 

. for more details circle 705, page 127 


New Receiving Tray 
Aids Collating 


A new receiving tray to speed 
and simplify paper collating has 
been introduced by the Evans Spe- 
cialty Co., Richmond, Va. 

Made of lightweight aluminum, 
the tray was designed to be used 
with the Evans “Gathering Rack.” 
As groups of papers are assembled 
from the rack, they are dropped 
criss-cross into the receiving tray 
in sets, ready for removal and 
stapling. 

Combined use of rack and tray 
will cut collating costs up to two- 
thirds, according to the company. 

Complete information is available 
from the Evans Specialty Co., P.O. 
Box 8128, Richmond, Va. 44 





Design a Contest 
fo Ring up Sales 


A regular user of sales 
contests gives some hints 
on how to get the greatest 
sales promotion value from 
them. 


By Russell Gray 
Vice President, Carrier Corp. 
Syracuse, N. Y. 


I work for a company which is 
fundamentally conservative; how- 
ever, we believe in intelligent sales 
promotion. Therefore, we believe 
in sales contests. 

Salesmen get tired, just like other 
people. They tire in their minds. 
Therefore, the most important thing 
in an incentive program is its psy- 
chological effect in clearing out in- 
decision and cobwebs, directing at- 
tention and inspiring hard, sus- 
tained sales effort. 

You don’t set up a contest to buy 
sales—its purpose is to stimulate 


This article is based on a speech de- 
livered at the 6th Marketing Conference 
of the Natl. Industrial Conference 
Board. 


sales. Without that stimulus, you 
don’t have a program worth your 
money or time. Where do you find 
it? Imagination combined with good 
common sense is the route. Ill try 
to give you a few guideposts along 
the way. 


> First, we must ask ourselves— 
Why are we having a contest? To 
stimulate sales, of course, or some- 
thing that leads to sales. But what 
sales? For our contest plan will 
control what equipment or service 
it will help move and how. 

Next, how much of an increase 
do we want and over what period? 
And how much can we afford to 
spend? 

The answers to these are the 
foundation. Now we can begin to 
plan. 


> The heart of a contest is the re- 
ward program it offers. What incen- 
tives will stimulate the effort we 
want? We’ve used many kinds of 
prizes; they include merchandise of 
all types, holiday dinners, cars, 
trips to the Kentucky Derby and to 
Paris, a jaunt around the world, 
vacations in Mexico, cruises to the 
Caribbean, and even a $10,000 all- 
expense college education for the 
son or daughter of the hard-work+ 
ing winner. 


How many prizes should we give 
and on what basis? Let’s try to pin- 
point a philosophy of prize-giving. 

Merchandise provides the basic 
bread and butter prizes. The win- 
ner obtains it by trading points 
which he has earned by selling 
equipment. Everyone who sells can 
win and basically we reach for 
many winners. 

Why merchandise? Because the 
incentive should be something more 
than he’s already getting. A cash 
award is absorbed into regular in- 
come for regular expenses quickly 
forgotten. Merchandise offers the 
salesman something he might not 
normally purchase. He can select 
what he wants from the catalog and 
aim for it, knowing how much he 
will need to do to get the points re- 
quired. And when it comes, it will 
be a constant reminder of his suc- 
cess. He'll think of you when he 
sees it. 

The bigger prizes are laid on 
top for the better salesmen. What 
kind of prizes? Generally, they will 
be large blocks of merchandise 
points, expensive consumer dura- 
bles, or even travel. Your objectives 
may require different prizes. 

When I speak of travel, I’m not 
‘thinking only of the glamor trips 
to Acapulco or Havana. A visit to 
your plant or to New York may 
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2 COLOR 
IMPRINTING 


Amazing — new — two-color imprinting of 
your sales message or name on balloons. 
Put color to work for youl Add these new 
eye-catching close registers to Eagle's qual- 
ity balloons and your sales message really 
talks. 

Don't delay, take advantage of this new 
imprint method. 

Write today for full particulars and prices. 
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IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. Iilinois St. Chicago 


Enter my l-year (52 issues) trial order for only 
$3. 1 must be satisfied or my money back. 


COMPANY 
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Four Basic Principles of Sales Incentive Contests 


1. Be sure you know exactly 
what you want to achieve. Then 
tailor your plan of action to reach 
these goals. 

2. Remember that you're not 
buying sales. A tired incentive pro- 
gram won't stimulate people who 
work with their minds. Fresh, crea- 
tive thinking is essential to the de- 
velopment of a good plan of action 
and of a theme with which you can 
tie it together and promote effec- 
tively. 

3. Be crystal-clear dramatic and 
forceful in presenting and contest 
to participants. For the impression 


stimulate people who don’t get there 
often. 


> How many big prizes do you give? 
One national award or one in each 
region may be enough for a short- 
term contest with a very limited 
number of sales people. For a long- 
term all-inclusive program, you'll 
probably need many prizes. 

Let’s look at the basis of the com- 
petition you are promoting. You 
want to reward salesmanship rather 
than size of dealer or distributor. 
There are ways of assuring every- 
one an even break. Have small 
dealers compete with small, and 
large with large. Or make the meas- 
ure of their performance how far 
they can beat last year’s sales or 
beat a fair quota for this year. 

Who will participate? We sell 
through distributors and dealers. 
Therefore, we consider how each of 
the following might fit into our ob- 
jectives: our sales people, the dis- 
tributor principal, his wholesale 
salesman, the dealer principal, deal- 
er salesmen. We have used different 
approaches in different contests, as 
you must, depending on your ob- 
jectives. 

How much is each sale worth in 
prizes? Your objectives will tell 
you. It is not unusual to give more 
points for a smaller item than a 
larger one if you want to sell more 
of the smaller one. The way you 
weigh the value of the sale deter- 
mines the sales you make. 

Let’s conclude the subject of 
prize-giving by taking a look at 
what we can afford to spend. Do 
your prizes fit your budget and are 
they adequate? I’ve heard of one 
company which estimated it could 
spend $500,000 on prizes for a long 
contest. But, then they discovered 
they might have 50,000 contestants 
—$10 a person over a long period 
is not enough to stimulate effort. 


it makes must remain with them 
constantly if it is to encourage 
their efforts. I am sure there wasn’t 
a Carrier dealer who could forget 
the words “Don’t Miss the Boat,” 
which dramatized our Tropic Holi- 
day contest, even though, of course, 
some of them did miss the boat. 
4. Whatever you do, do it right. 
Don’t take any chances on slipshod 
execution, or on giving winners 
less then they expect. It’s better 
that the cup run over. Your reputa- 
tion is as much at stake here as it 
is in any other phase of your busi- 
ness, so I say again — Do it right. 


> There’s more to a plan of action 
than prizes. You must write rules, 
kick off the contest, promote it, 
send mailings, announce winners, 
deliver the prizes, arrange the 
travel, and so on. Questions fre- 
quently come up. One is: “How do 
you handle the details inside the 
company?” We do it this way. 
Once the ground rules have been 
determined, put a good man in your 
organization in charge. Relieve him 
of other responsibilities as neces- 
sary. Provide him with a definite 
budget. Allow him to make the de- 
cisions on details and handle ad- 
ministration from beginning to end. 


> Another question is: “Should we 
hire a firm which specializes in 
sales incentive programs?” And our 
experience is: “Yes, you should.” 
The Carrier organization is made 
up of people who know how to de- 
sign, manufacture and sell. It is 
not economic for us to build or ac- 
quire a staff skilled in obtaining 
prizes, establishing their value, con- 
ducting cruises, and all of the other 
special activities. Therefore, we re- 
tain companies which make a busi- 
ness of providing these services. 
Also, in developing the kind of ideas 


I'm familiar with all the features of 
your product, but what premium do 
you give away with each purchase? 





necessary to a successful contest, 
many heads are better than one and 
wide experience is helpful. 

Planning a contest is usually a 
complex matter for the sponsor. But 
the rules, procedures and objectives 
must be so carefully ironed out that 
they seem absolutely crystal-clear 
to the contestant. 

It is not enough that he under- 
stand what the contest is about and 
how it works generally. The effect 
of each of his actions must be so 
well dramatized and so easy to re- 
member that he carries it constantly 
with him. Otherwise, how can the 
contest serve as a real stimulus to 
selling effort? This is where a good 
theme can help you. 


> A theme is a dramatic device. It 
ties your contest together. It pro- 
vides the headlines and approach 
to your kick-off and the entire pro- 
motion. 

A theme must have certain qual- 
ities if it is to bear this burden. A 
theme should excite the interest of 
contestants and be capable of dram- 
atization. It should present a chal- 
lenge and inspire action. It should 
be strong enough to carry the 
weight of the entire promotion. It 
may be used to put your objectives 
in capsule form. It may outline the 


reward and show the path leading 
to that reward. Above all, it must 
be easily remembered. Its recall 
value is its most important single 
attribute. 

How do you find such a theme? 
The normal practice is to search 
for it among either your objectives 
or your prizes. Other sources may 
be the name of a new model or 
product line, a consumer advertis- 
ing theme, subjects of wide news 
interest taking place at the same 
time such as an election or a ma- 
jor sports event, the time of year 
itself or some special company oc- 
casion such as an anniversary. 


> I'd like to give you some ex- 
amples of theme development. I 
also hope to show you how plan of 
action is determined by objectives. 


© The first example takes place in 
1954. Carrier had pioneered a new 
market, the complete air condition- 
ing of homes, which was now grow- 
ing rapidly. To maintain our posi- 
tion in the field, we needed to en- 
courage swift expansion of dealer 
activity. 

There were other problems as 
well. Residential air conditioning 
sales tended to drop off badly dur- 
ing the fall. Yet, this equipment 
provides year-round air condition- 


ee 


ing. We felt that it should move 
whenever people were building or 
remodeling homes, and this meant 
fall as well as spring and summer. 
We wanted to remodel our sales 
curve by pushing it to a higher 
plateau for a longer period of the 
year. 

Another market characteristic 
also bothered us. Most air condi- 
tioning was being sold for large ex- 
pensive homes. If we were to ob- 
tain real volume, it was necessary 
to move into a lower-priced home 
market. We had developed new and 
more economical equipment for this 
purpose. 

Finally, we had previously created 
a highly successful cooperative pro- 
motion with builders. Our equip- 
ment had been seen by millions of 
persons who turned out to inspect 
residential developments featuring 
this new idea. Not only did air 
conditioned homes in the develop- 
ment sell, but many other people 
decided they would like it for their 
own homes. We wanted to continue 
this emphasis on builder promotion 
and public exposure. 


> So we decided to have a contest. 
The theme came from our objec- 
tive. We called it “Operation Car- 
riertown.” Here is some of the copy 


LOOKING FOR THE IDEAL 
Anniversary, Christmas or Business Gift? 


[md | ANODIZED ALUMINUM RULERS 


Gracefully streamlined to carry your company name 
with distinction. “Golden” anodized aluminum finish 
won't rust or tarnish. Feather-light, attractive, 


practical. 


| ALUMINUM ASH TRAYS 


“Golden” bright! Beautiful gifts you'll be proud to 
give. Anodized aluminum finish won't rust or tarnish. 


M-D Ash Trays look smart in home or office. Choice 
of 3 anodized finishes-Golden, Silver Bright or Ebony. 


MACKLANB 


URG-DUNCAN 


Write on your company letterhead for quantity prices 
and full details. Agency commission allowed. 
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we used to carry out this theme: 

“Carriertown is your town, USA. 
Build a city of homes air condi- 
tioned with Carrier Weatherma- 

The market was ripe and ready 
for salesmanship. Establishing this 
theme was relatively easy. We were 
telling them that the time had come 
when a new and major source of 
volume was waiting for them. And 
we took dead aim on the market 
by offering merchandise points only 
for residential equipment. 


> There were some special features 
of the point award schedule. The 
largest block of points was given for 
selling our new smaller air condi- 
tioners. Our aim of course was vol- 
ume in lower-priced homes. For 
every unit installed in a display 
house for National Home Week, we 
doubled the points received. This 
helped sustain our builder promo- 
tion. 

Finally, the contest was held dur- 
ing the fall from August 15 to Oc- 
tober 8 to prop up our seasonal 
weakness. The result—residential 
sales for the year were almost dou- 
bled. And we sold nearly as much 
equipment in the contest period as 
during the rest of the year. 


> This example shows how a theme 
can be drawn from a sales objec- 
tive. Now let me describe an en- 
tirely different kind of contest 
where the reward pointed the way. 


@ The year 1957 appeared well in 
advance to be a difficult one. Com- 
petition was growing more intense 
in every field of air conditioning. 
As it turned out, 1957 also saw a 
downturn in the business cycle, 
which had been predicted for some 
time. The problem was to stimu- 
late sales of all products by all 
dealers for the entire year. That 
meant many major prizes. We asked 
ourselves: “What will serve our 
purposes best?” We decided to 
charter the Queen of Bermuda for 
an 11-day cruise to the Caribbean 
during our winter slowdown. We 
also offered week-long, group va- 
cations in Mexico. Practically all 
of our own fields sales force were 
on one or another trip acting as 
hosts. 

This kind of prize offered us an 
opportunity to know our distribu- 
tors and dealers better and for them 
to get to know each other—and 
gentlemen, there are many corol- 
lary benefits to be derived from 
such association. 
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OR OF THE TAPE METHOD OF DRAFTING 


S67 River Road, Leeds, Mass. 








Here we tied theme to award. 
The theme chosen was “Tropic 
Holiday.” It was a good one for 
ingenious promotion. Here was one 
of the ways. When people arrived 
at kick-off meetings, they were 
given a name tag bearing the Span- 
ish words: “No Pierda El Barco.” 
Translated freely that means: 
“Don’t miss the boat.” 


® We have recently completed a 
contest to push the sale of auto- 
matic icemakers. At a time when 
support of education has rightly 
been well publicized, we thought it 
wise to offer a major prize of a 
$10,000 college education. The 
scholarship funds, held in trust at 
the Chase Manhattan Bank, will 
pay tuition, books, fees and living 
costs for the son or daughter of the 
best salesman. And the theme, logi- 
cally enough is “Prize-Future Un- 
limited.” 


® Here is an example from outside 
our industry. In these, again, I hope 
to show you how objectives lead to 
plans (particularly as regards prize 
structure and theme). 

An automobile company con- 
cluded that wives could help their 
salesmen husbands. Most incentive 
programs aim much of the promo- 
tion at the wife so that she will en- 
courage his efforts. But, this one 
enlisted active partnership in find- 
ing prospects and making sales. The 
theme was “Prize-Partners.” As 
one promotional portion of the plan 
of action, a booklet was sent called 
“Famous Ladies of History” de- 
scribing such women as Madame 
Curie who played an important role 
in their husbands’ careers. 


> We, too, believe that the wife in- 
fluence must be considered in a 
sales incentive program. And, if the 
“wife thought” can be put into the 
theme, you'll be way ahead. 

If we had fully realized what a 
tremendous influence the wife plays 
in her husband’s contest perform- 
ance, we might have used a “FIRST 
LADY” approach in our Carrier- 
town programs. 


> Here are a few things to remem- 
ber in choosing a theme: 


1. It must get attention. 
2. It must indicate a challenge. 


3. It should tie to your objective 
or to your reward. 


4. It should be capable of physical 
dramatization. 
So much for theme. 


> Let’s consider our “Plan of Ac- 
tion” in another light for a moment. 
Let’s think about what you can 








COLOR STOCK 


learn from an intelligently run con- 
test. The side benefits are great. For 
example, in our latest program we 
set up our plan of action in such 
a fashion as to permit record-keep- 
ing that provided us with: 


1. The number of wholesale men 
representing our distributors 
throughout the country and the 
average dollar volume handled by 
each man. 


2. We learned more about our dis- 
tributors’ dealers and the volume 
and kind of business done by each. 


3. It told us what kind of sales pro- 
motion was working and what was 
not. 


4. It indicated who needed sales 
training and in what areas. 


But setting up record-keeping to 
provide these corollary benefits 
must be planned before you start 
your contest to make it possible 
for you to get the kind of informa- 
tion you want. 


> You can learn other things from 
contests. After our Tropic Holi- 
day campaign, we solicited dis- 
tributor and contestant opinion 
through a simple questionnaire, 
and we learned many things which 
will guide us in our future in- 
centive programming. We learned, 
for example, that wholesalers 
wanted more emphasis placed on 
dealer sales awards than on whole- 
sale man prizes. We learned what 
products should receive greater 
emphasis than others. We learned 
that greater flexibility must be 
built into a program because of 
different geography, climate, busi- 
ness size and so on. We learned 
where people would like to go and 
at what time of the year. 

In your plan of action, you can 
arrange to learn something of sig- 
nificant value to your future over- 
all sales planning. 

Finally, I would like to empha- 
size something about contests that 
will surprise no one. An incentive 
program is no substitute for the 
basics. I am referring to the funda- 
mental tools a salesman must have. 
They include fine products, good 
training, service, effective adver- 
tising, sales promotion and mer- 
chandising, and a respected corpo- 
rate name. These requirements 
must be satisfied first. For a con- 
test reaches only the seller. It 
helps to propel him toward the po- 
tential customer. He must have 
something in his hands to use when 
he gets there. Otherwise, he will 
miss both the sale and the boat. 
And so will you. 44 





Flexible Demonstrations . . . Flex-O-Rule 
giveaway demonstrates new metal-like 
molding for Anchor Plastics Company. 


Flexible Premium Proves 
Flexibility of Field 


More than just a goodwill gift, or 
incentive to buy, the premium spe- 
cialty is often especially effective in 
demonstrating a particular feature 
of another product. 

Such is the “Flex-O-Rule,” a 
giveaway item designed by Anchor 
Plastics Co., Long Island, to demon- 
strate the versatility of its new 
Plasti-Brass metal-like moldings. 

The Flex-O-Rule is suitable for 
measuring curved surfaces and ir- 
regular areas, yet stiff enough for 
straight-line ruling. Special pro- 
vision for gripping the ends without 


That reminds me 
| want to try EEZ. 
What shelf 
is it on? 


I ae 


LASat Sor 


All You Need to Know 
About Balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas ¢ Sample Balioons 
Price List 
Imprint Work Sheet 


Get it for your files now! 


obscuring the starting point of the 
ruler has been made by providing 
14” gripping areas at both ends. 
Samples are available. 
+ for more details circle 747, page 127 


‘Hot’ Packaging Idea 
Selling as Premium 


Selected as an outstanding pack- 
age for variety stores in 1958, the 
Bartlett-Collins “Pik-A-Pak” pack- 
age of tumblers is now gaining as 
a sales-booster in the premium field. 

Available as a convenient, carry- 
home idea for both clear and 
screen-decorated tumblers in either 
sham-bottom or shell type, the Pik- 
A-Pak firmly holds four tumblers. 

It consists of an imprinted band 
of die-cut corrugated board with 
the tumblers nested around it and 
held together by a seamless band of 
crystal-clear plastic tightly shrunk 
around the group. 

Called an ideal premium item be- 
cause it does not require additional 
wrapping and is easy to select, the 
Pik-A-Pak is competitively priced 
with other types of multiple-pack- 
aged tumblers. 

Prices and tumbler styles, cur- 


,rently in stock, are available. 


- for more details circle 714, page 127 


Order a carload and well give 
you 500 balloons with your 
store name on one side and our 


Buy some KRUNCHIES 
Mom! There's wre 


| 
The Pioneer Rubber Company 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Please send me your FREE “Advertising 
Balloon Fact Pack.’’ | want to throw it 
up against the wall and see what sticks, 

Firm 

Address 

City __. Zone —— State 

Requested by 

Or phone Betty Wolfe at Willard 3-2211 to order. 


July 1959 + @yy - 81 





one sales feature among many, but a contest giving away 


How. a Contest 
Produces Sales Ideas 


it’s hard to get salesmen to pay attention to 


automobiles drew attention and valuable hints. 


By Ted Sanchagrin 
AR Eastern Editor 


Have you heard of the Thermal 
Eye? 

Developed by the thermostat di- 
vision of Robertshaw-Fulton Con- 
trols Co., Youngwood, Pa., it is 
produced by that company for 25 
gas range manufacturers. It’s a top 
burner tempertature control billed 
as “the burner with a brain” and 
as the “hottest” feature available in 
gas ranges today. The device was 
introduced with a fanfare by the 
American Gas Assn. on “Playhouse 
90” and supported with advertising, 
promotion and publicity campaigns 
by Robertshaw, AGA and range 
manufacturers. 

But retail gas range salesmen 
“never heard of it.” AGA man- 
aging director Chester Stackpole 
had a hard time finding one appli- 
ance salesman acquainted with it. 
He finally found one—after visiting 
30 appliance dealers in 11 cities. 


> So Robertshaw sponsored a na- 
tional contest among retail range 
salesmen. It was more than a give- 
away. The contest helped train the 
salesmen. And it provided the com- 
pany and other manufacturers with 
the best sales demonstration meth- 
ods in the industry. 


>To enter the contest, salesmen 
were required to number in order 
of importance six listed selling fea- 
tures of the burner: Works like 
your oven heat control, flame ad- 
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justs automatically to exact tem- 
perature needed, all pots and pans 
become automatic, foods won't 
burn, no scorched pans to clean, no 
need for pot watching. 

Thus the salesmen picked up at 
least a passing acquaintance with 
some burner features in order to 
enter the contest. Then, they were 
asked to outline their favorite 
method of demonstrating the “brain” 
to prospects. 


> Winning demonstrations were se- 
lected for their simplicity and ease 
of performance. All winning entries 
were successful in involving the 
prospect directly in the demonstra- 
tion. 

A few of the ideas: 


® Place stage money in a frying 
pan over an ordinary top burner. 
When the burner is turned on, the 


Opening Mailer 

This folder, which 
was mailed without 
an envelope, went out 
to retail salesmen. 
The original had blue 
behind the word ‘GAS’ 
and the slogan 

on the right. 


Con be 


bill shrivels and turns to ashes. But 
a real dollar bill secured from the 
prospect does not burn under the 
burner control. She is told, “No 
gambling with this burner.” 


® Coffee brewed in an old coffee 
pot painted in gold is offered to 
a prospect. Upon accepting, she is 
told, “Any old pot is worth its 
weight in gold with this burner.” 


® Instant oatmeal is left cooking on 
a range. In most cases the prospect 
will become alarmed, reminding the 
salesman about it. Guided back to 
the range, she is reminded, “Oat- 
meal can’t boil or burn over with 
this feature.” 


In each case the demonstration 
is closed by the salesman selling 
the six advantages of the auto- 
matic burner. Many entries sug- 
gested that the salesman seat the 


a eee 





prospect at burner-level to watch 
the flame rise and fall in maintain- 
ing the selected temperature. 


>R. L. Polk & Co., Chicago, han- 
dled the contest returns and judg- 
ing. Robertshaw’s advertising agen- 
cy, Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, prepared a 
magazine ad which doubled later as 
a separate contest pamphlet and 
entry blank. Contest public rela- 
tions and publicity were conducted 
by Bozell & Jacobs, New York. 

The ad was a two-color spread 
in the January and February 
LPGA Times. With the addition of 
reverse-side art, copy and color, 
this ad became the contest pam- 
phlet. It was folded to 5x8”. A sim- 
ilar ad was a black-and-white page 
in the Jan. 8 Home Furnishings 
Daily. 

Contest pamphlets were mailed in 
bulk to gas utilities for further dis- 
tribution. In each such mailing was 
an instruction sheet from Robert- 
shaw thermostat division general 
sales manager M. B. Gault suggest- 
ing ways to promote the contest. 
Some 75,000 pamphlets were re- 
quested by the American Gas 
Assn. and the LP Gas Assn. They 
fully backed the contest. 

As prizes the company tossed in 
five American-made sports type 
cars—a Chevrolet Corvette, a four- 
door Thunderbird, Plymouth Fury, 
Rambler Suburban and Studebaker 
Golden Hawk. 

The contest was timed to precede 
the spring selling season. The head 
of Robertshaw’s home economics 
department made a special trip to 
Chicago to train the contest-han- 
dling firm in using and understand- 
ing the Thermal Eye. 


> Contest entries (2,000 salesmen) 
represented only 5% of the total 
retail gas range salesmen in the 
country. But Robertshaw and Polk 
both consider this high, since each 
entrant was required to list his pref- 
erence of features in order and de- 
velop an original demonstration. 

When the contest was over and 
the winners received their cars and 
keys from their district sales man- 
agers, Robertshaw published a 
booklet containing 23 better demon- 
stration ideas. These came from the 
salesmen and from an earlier con- 
test restricted to professional home 
economists. 

The booklet, a two-color 20-page 
offset job, gave Robertshaw the 
sales ammunition it needs. A first 
run of 25,000 was offered free to 
every range salesman in the coun- 
try. The demand was immediate, 
and another 25,000 were run off. 
There may be a third printing. 44 








INFORMATION 
BOOKLETS 


about the coming 
1960 Winter and 
Summer Games are 
available from 

The Litho Studio, 
311 West 43rd Street, 
New York 36, N.Y. 


These two booklets are pub- 
lished in cooperation with the 
United States Olympic Com- 
mittee—one for Winter Games 
in Squaw Valley, California, 
February 18-28, 1960, and the 
other for Summer Games in 
Rome, Italy, August 25-Sep- 
tember 11, 1960. 

Featured in each book are the 
Olympic Oath, when the games 
are held, distribution of med- 
als among all nations from 
1896 through 1956, individual 
winners, and records set in 
1956 Olympics. 


The center spread and back page 
are available for advertising copy. 
Company name and address can also 
be printed on the front cover. 


, also available... 
a _ a 24-page 2-color book on the 
\ | ee axeees | 1960 Presidential Selections covering the 
me — y\ conventions, qualifications for a president, 
we \ state voting records as well as information 
+ Ore about past presidents and their wives. 


For further information and samples 
write on your letterhead to... 


THE LITHO STUDIO, 311 West 43rd Street, New York 36, N. Y. 
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"D” TRANSFER TAPE 


TO MAKE SURE your P.O.P. displays get put up and stay up, 
add the self-sticking “magic” of Kleen-Stik “D’” Tape! This 
modern, moistureless adhesive can be applied by your regular 
printer as part of the printing job. On your next display, specify 
Kleen-Stik “D” Tape to make ’em go up faster...stay up longer. 


All these famous Kleen-Stik benefits! 


® Needs no water, 

glue, tacks or gummed tape 
® Sticks tight 

on any hard, smooth surface 


® Easy to apply 
~-just peel and press 
® Available 
in 2”, %”, and 1” widths 


- 
SEND FOR INFORMATION AND SAMPLES kK een-sti 


OF THE INDUSTRY'S MOST COMPLETE arte) 1 one ee 
LINE OF PRESSURE-SENSITIVE PRODUCTS 


7300 W. Wilson Ave. © Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


1934-1959...25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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TIP-TOP 


See | Secale 


Braden Cate 


sayeth eitinntsnoe viene 


Convenient Holder . . 


By Gilbert E. Larsen 
Manager, Automotive Fleet 
Ward Baking Co. 

New York 


Truck posters have become a vital 
part of our over-all marketing pro- 
gram. We use spot television, radio 
and newspaper to reach customers 
and potential customers. But this 
is not enough. We believe that re- 
newal of our selling message close 
to the point-of-purchase also helps 
sell our products. Truck posters do 
that job. 

In the past the problems of post- 
erizing our fleet were such that this 
medium had to be by-passed. The 
absence of an adequate frame to 
hold the posters was one of the ma- 
jor problems. The poster stock had 
to be of heavy cardboard weight to 
withstand the elements and winds, 
caused by the movement of the 
truck. Even with heavy stock, truck 


. The key to the successful promotion 
campaign using the sides of trucks is the aluminum frame 


How to Use 


which permits the use of posters on paper rather than the 
more expensive and bulkier cardboard. 


ions on Trucks 


One of the best ways of covering 


your market area at low cost is with your own trucks. 
Here’s how it has worked for Ward Baking. 


posters were frequently torn off by 
the wind after a heavy rain. 

Apart from the unsightly aspects 
of wind damage and the high cost 
of replacement, a heavy cardboard 
poster flying over a crowded high- 
way could easily cause an accident 
and subsequent lawsuits. 


> With new developments in poster 
frames and news sign stocks, these 
objections were overcome. Ward 
Baking Co. trucks are now equipped 
with attractive aluminum poster 
frames made by Mulholland-Harper 
Co., of Philadelphia, sign special- 
ists. These frames have hinged, 
spring-loaded moldings which snap 
tightly over the edges of the poster, 
holding it firmly in place. The effects 
of high winds are nullified because 
air cannot get behind the poster to 
billow it out and break it apart. 
Some experimental posters have 
been left unchanged in the new 


frames for several months, with no 
damage to the poster. 


> Now, relatively light weight 
(125+ basis Bristol) stock is used 
for the poster, which makes ship- 
ping easier and less expensive. The 
stock is moisture resistant, with 
no appreciable wrinkling even after 
a heavy rain. 

Changing posters is a matter of 
minutes. No tools are required and 
no special skilled help is used in 
effecting changes. 

Posters are printed by screen 
process in as many as seven colors. 
The process is flexible enough to 
permit imprinting various types of 
wrappers (i.e. wax, cellophane, etc.) 
used in different marketing areas. 
While the basic message remains 
the same, the wrapper illustrations 
are changed to show only those 
used in the area in which the post- 
er will appear. 
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Outdoor 
Displays 
Custom-Made and Stock Displays 


VERTICAL POLE DISPLAYS 


LETTER-BANNERS 


REE Sas 


WINDOW DISPLAY 


POSTERS AND 
BANNERS 


Write for FREE CATALOG 


The Pratt Poster Co. 





ELECTRO 


TURNTABLES 


DEPENDABLE 
MOTION FOR 


more, at 
n turntables OFF tia 


e 
ally, the ¥ 
\es that cay, Electro" 
design Ps Bude 
waren ‘construction, 
Sigest quantity cisco 


. 751d; 150!D. toad. 
available in 3 sizes 25005, specials vawited 
Many 


variations. 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP 
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Why Wards Uses Truck Posters 


To list the benefits of truck posters 
to the advertiser is like listing the 
objectives of an over-all advertising 
campaign: 


1. The posters move, catching the at- 
tention of the passerby. 


2. The product and package are 
shown in full color for excellent prod- 
uct remembrance and brand recog- 
nition. 


3. Posters appear regularly at the 
point of purchase. 


4. There is instant recognition of the 
manufacturer because of the distinc- 


> A typical schedule of our poster 


September: Back-to-school poster 
featuring sandwiches 
made with Tip-Top 
bread. 


Traditional doughnut 
month poster featur- 
ing Tip-Top donuts 


November: Poster featuring Tip- 
Top Brown ’N Serve 
rolls 


December: Holiday poster fea- 
turing fruit cake 


Most posters have a lifetime of 
from four to six weeks before being 
replaced by new ones. They are re- 


moved for replacement only when 


the schedule calls for it—and post- 


ers are usually in excellent condi- 


tion when removed. 

We spend between 70 and 90 
cents for each poster. During the 
exposure lifetime of that poster it 
conveys a highly readable selling 
message to thousands of customers 
and potential customers. 


> Today we are doing virtually no 


billboard advertising, concentrating 
our present outdoor effort on our 
own fleet. We feel we have an effi- 
cent and strong advertising medium 
that is both flexible and economical. 
And, when Emily Tipp introduces 
our new “split T” trademark to 
television audiences, she is backed 
by a welcome echo on thousands 
of truck posters throughout the 
areas that count most—the areas 
where Tip-Top products are sold. 44 


tive color combination and design of 
the truck. 


5. There is no cost to the advertiser 
for space. The only costs incurred in 
truck poster advertising are the costs 
of production, shipping and the initial 
cost of the frames. 


6. Truck posters may be frequently 
changed. This makes it easy to tie in 
with (a) timely promotions and sea- 
sonal products, (b) the introduction 
of new products and, (c) changes in 
package design. 


7. Posters appear only in the specific 
selling area of the manufacturer. 


Sports Enter Supers 
Via Display Field 


New merchandising displays have 
been responsible for the appearance 
of fishing tackle and sporting goods 
in several of the large supermarket 
chains. 

Designed and coordinated by 
Field Advertising, Chicago, the new 
displays encourage impulse sales, 
and individual packages are pre- 
priced and pilfer-proof. All show 
clear-cut information for the use 
of each item, and all but the largest 
are heat-sealed under clear buty- 
rate bubbles. 

The display racks come in vary- 
ing widths from 33” to 52” and 


Ped 
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Sports in the Supers . . New display 
racks and pilfer-proof packages for Four 
Seasons sporting goods debut in the 
supermarkets. 





plans are to keep the same racks 
in use throughout the year but to 
change the illustrated theme and 
merchandise to suit the sports seas. 

The program was introduced by 
Four Seasons, Chicago. 44 


Permanent Decal Line 
Shown by Wetmore 


Its recently expanded line of per- 
manent decals is illustrated in a new 
catalog from Wetmore and Co., 
Houston, Tex. 

Designed as a quick and easy 
method of putting permanent trade- 
marks, emblems, ad copy, or in- 
structions on products and contain- 
ers, the Wetmore decals are avail- 
able as heavy-duty equipment la- 
bels, identification units, Scotchlite 
reflective emblems and signs and 
“Day-Glo” Bumper strips. 

Some of the labels described are 
shown in actual, tipped-on samples 
in the catalog. Among these are 
some on “Kleen-Stik,” the adhesive 
label that adheres until it is delib- 
erately stripped off. 

+ « for more details circle 718, page 127 


New Clock Unit Gives 
Time and Temperature 


A clock-thermometer display unit, 
indicating both time and tempera- 
ture continuously, has been intro- 
duced by Electric Time Co., Natick, 
Mass. 

The unit has jump numbers for 
the time and a pointer indicating 
the current temperature. Called 
“ELTimeCo,” the unit features a 
weatherproof face with clock num- 
bers from 12 to 24” high and ther- 
mometer dial sizes from 24 to 48”. 

Complete specifications and prices 
are available from Electric Time 
Co., 16 Union St., Natick, Mass. 44 


New Automatic Device 
Developed for Displays 


An _ exhibit that automatically 
shows transparency slides has been 
developed by the Display-O-Vue 
Corp. of America, New York. 

The unit will show 12 different 
2%4x2%4”" transparencies, highly 
magnified, at five-second intervals. 
It has a removable wheel for hold- 
ing the slides enabling the user to 
slip the slides in and out with ease 
and a front panel which can be 
utilized for sales messages, artwork, 
advertising display, or educational 
information, that is also removable. 

High watt, heat-creating projec- 
tion bulbs are eliminated and the 





Lipstick Tester Display . . . New Max 
Factor counter display shows lipstick 
color line and enables customer to test 
it herself. Display was developed by 
Herbert H. Cooper and Associates to 
introduce new “‘Iridescent’’ lipstick line. 


entire unit operates on a total of 12 
watts, or approximately 5c per week 
on a seven day week and a 24-hour 
day operation. 

The complete unit is 10x20x20” 
in size, weighs 17 lbs., and is priced 


at approximately $30 in quantity 
orders. 

Information is available from 
Display-O-Vue Corp. of America, 
48 W. 48th St. New York 36. 44 


Low Cost Display Walls 
Introduced by Masonite 


Low cost display walls for tem- 
porary or permanent exhibit areas 
are now possible with a new sys- 
tem introduced by the Masonite 
Corp., Chicago. 

Called the “Masonite Panelok” 
system, it combines hardboard pan- 
els, metal lockstrips and accessories. 

The grain-imprinted hardboard 
panels are 8x2’ and are held verti- 
cally against steel splines, or lock- 
strips, which are barely visible be- 
tween the joints. Adjust-a-bilt fix- 
tures fit into the splines to hold a 
variety of objects, including coun- 
tertops, shelves, racks and artwork. 

Panels are available in either 
random-grooved or plain styles in 
Antique, Champagne, Rose, er Misty 
shades. Unfinished panels are also 
available. 

Complete information is available 
from Masonite Corp., 111 W. Wash- 
ington Blvd., Chicago. 44 





Whether your sales approach requires sturdy charts or amusing doodles, it a/so needs 


to be told with verve and intelligence. At Rapid Art Service, 304 East 45th Street, New York, 


we'l/ put a team of knowledgeable craftsmen at your beck and cail/.. 


plus a fully-equipped shop 


(type, silkscreen,./etterpress, book bindery). ready to serve you the heaviest rarebit 


or the lightest souffle cali Mu 3-8215 
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Posters 


are the 
Most! 


When the Italians go all out in 
advertising, there’s nobody can 
match their ingenuity and exu- 
berance. 


By Maurice Bensoussan 


Italians, like all the people who 
live around the Mediterranean, have 
a tendency towards exaggeration 
which pops up in everything they 
do. Such a word as “grandissimo” 
was invented by the Italians to 
mean bigger than the biggest, and 
when this same spirit is applied to 
advertising, the results often turn 
out to be both interesting and effec- 
tive. 

Take, for example, Pirelli, one of 
Italy's most important manufac- 
turers of tires and other rubber ar- 
ticles. It decided that if it were te 
have posters, they had to be bigger 
than anything else ever created in 
this particular field. 


> So it set up a huge frame of metal 
tubes, supported by seven double 
pillars. Tubes of smaller diameter 
were used to divide the area still 
further. The main vertical supperts 
were placed in two rows, one be- 
hind the other. 

This permitted the poster to have 
its background on half the pillars, 
with the other half supporting the 


Sign with Variety . . . Three of the many 
versions which have been used. Sign ele- 
ments may be placed on forward or rear 
row of metal pillers, or on one of many 
combinations. The tires in the bottom 
version rotated a full 360°, balanced 
from thin supports, almost invisible. 
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This two-page insert is printed by offset on Cantine’s Zenagloss Text 25 x 38 — 80 (160M ). 
Conversion color plates by courtesy of General Telephone Corp. and Kudner Agency, Inc., New York. 
Inks by Pope & Gray. 


to reproduce the finest photographic 
detail in OFESET. use... 


zenagloss 


OFFSET COATED [2 sides | 














~PLTIOTOGR APES 


ZENAGLOSS 


OFFSET TEXTC2S 
BASIS 70 80 100 


174% x 22% 58 66 
19 x25 70 

23 98 112 
23 118 136 
25 140 160 
28 182 208 
35 232 266 
38 280 320 
42 360 


OFFSET COVER C28 


BASIS 60 80 100 


20 x 26 120 160 200 
23 x 35 186 248 310 
26 x 40 240 320 400 
35 x 46 496 620 





Stocked by merchants everywhere 
THE MARTIN CANTINE COMPANY 


Saugerties, N. Y. 
Specialists in Coated Papers since 1888. 
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are for detail — 


This two-page insert is printed by offset on Cantine’s Zenagloss Text 25 x 38 — 80 (160M ). 
Photo by Frederic Lewis, New York. Inks by Pope & Cray. 


One reason why offset printing has enjoyed its great growth 

in popularity is the fact that in Cantine’s Zenagloss Offset 
(coated two sides) , printers have found an easy, reliable, and 
economical Text and Cover Paper for reproducing by offset the 
shar pest detail of photographic prints. 


Cantine’s ZENAGLOSS Offset (coated 2 sides) has a 
water-resistant surface which is fully receptive to offset inks at 
high speed, and keeps pigment, gloss and varnish or lacquer 
from losing lustre or detail through penetration. Highly 
uniform. Ideal for short or long press runs. Ask for 

samples or dummies. 


AENAGLOSS 


OFFSET COATED (2 SIDES) 


foreground. In addition, elements of | 


the design could be placed on com- 
binations of the first and the second 
rows. 

This made possible two parallel 
exhibit- areas, each approximately 
4700 square feet, although the total 


display area could be increased by | 


zig-zagging between the two sur- 
faces. 


> Using this tubular skeleton as a 
framework, a series of displays was 
mounted, with subjects changing 
with the season, the general adver- 


tising policy, or with new items to | 


be promoted. 


© To promote its automobile tires, 


the company covered the rear sur- | 
face entirely in white, while the for- | 


ward plane was devoted to pictures 


of tires and their treads. Here the | 


distance between the design and the 


white background produced a strong | 
dimensional effect. The name of the | 
company was written on a surface | 


that linked together five of the for- 


ward supports and four of the rear | 
ones, to increase the effect of depth. | 


@ For a summer display, the name | 


was placed on the back row of 


supports. While this decreased | 


somewhat the dimensional effect, 


the previously-described zig-zag- | 
ging had the fault of cutting down | 
visibility from the sides. The front | 
tubes supported large cut-out fig- | 


ures of a model in a bathing suit on 


an air-filled mattress and of a pneu- | 


matic boat with its passengers. The 


copy listed, in separate blocks on | 
the front supports, related products | 


by Pirelli. 


® Movement was added to size in 
a display set up at the end of 1958. 


Designed by Pino Tovaglia, and | 
built by the architect Menghi, the | 


sign incorporates three rotating 


tires, each about 20’ in diameter. | 
Balanced on almost invisible sup- | 


ports, the tires cannot help but 


catch the eye of the passerby. The | 


company name stretches about 46’. 


The display is in yellow, dark gray | 


and blue. 


> This arrangement of tubes have 
given the display designers unusual 


freedom, and has brought to Pirelli | 


outstanding leadership in this ad- 
vertising medium. While the same 
basic elements — tires, bathing 


equipment, motor belts, tractor tires | 
— are used over and over again, the | 
ability to change the relationship of | 
the parts has made the display con- | 
tinually fresh and exciting. It has | 


found a new youth each time, 
thanks to the variety of ways in 
which its elements could be c¢om- 
bined and presented. 44 
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VINYL & RUBBER > 
FLOORINGS 


MEYERCORD 
© 


PERMANENT 


DECAL SIGNS 


uel 
BOHEMIAN all the permanence of 
gn 


a true decal... 


plus the simplicity of 
waterless application 


During the past year hundreds of 
leading national and regional adver- 
tisers made the big switch to 
Meyercord Pressure Sensitive Decal 
Signs. Good reason, too! They report 
getting more sign installations than 
ever before. They like the perma- 
nence of decals . . . especially when 
combined with the simplicity of no- 
water application. Field men like the 
rapid, convenient installation .. . 
without buckling or wrinkling. 
Meyercord laboratory research takes 
a bow for developing these tough, 
durable Pressure Sensitive Decal 
Signs that are built to give long and 
effective service, indoors or outdoors. 
Let our sales representative explain 
what Pressure Sensitive can mean to 
your Point-of-Sale advertising! 


Make Sure You Use Only Tested, 
Quality-Controlled Decal Signs 
In our factory the Weatherometer provides constant 
quality-control through accelerated weathering tests 
to determine life expectancy and durability of each 
order. Two Weatherometers operate fifteen hours daily. 


EP 


Send for your copy of The Meyercord AD-Visor 
... full color brochure. Write on company letterhead . . . 


the MEYERCORD co. 


Dept. L-207, 5323 West Lake Street, Chicago 44, Illinois 
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Think You've Got Location Probiems? . . . Miller High Lite — tired of losing its out- 
door signs because of typhoons in Okinawa — turned to concrete construction. This 
two-sided sign, by Getz Bros. & Co., measures 12x8’, and is 10” thick. 


Sign Ordinance 
Published by NESA 


Copies of the NESA Recom- 
mended Sign Ordinance have been 
published by the National Electric 
Sign Assn., Chicago. 


Prepared by the NESA Ordinance 
and Zoning Committee after study 
of many ordinances from various 
parts of the country, this Sign Code 
is related to all outdoor signs. 

The recommended ordinance was 
designed for use as a basis for es- 
tablishing practical and reasonable 








sign regulations in the average city. 

Complete information is available 
from the National Electric Sign 
Assn., 10912 S. Western Av., Chi- 
cago 43. 44 


P.O.P. Merchandising 
Reviewed in Booklet 


Merchandising at the point-of- 
sale is stressed in the “How to Se- 
lect Display Stands” booklet from 
Hinde & Dauch, Sandusky, O. 

A revised edition, the 36-page 
booklet shows manufacturers how 
display stands can introduce a new 
product, tie in with national adver- 
tising and sales themes, increase 
the unit of sale, tie in with seasonal 
product promotions and price or 
premium promotions. 

More than 30 modern corrugated 
display stands are illustrated in the 
booklet. 


+ for more details circle 708, page 127 


Sales Promotion Service 
Developed for Retailers 


A broadening sales promotion 
service for retail furniture stores 
has been developing in the Detroit 
area. 

Handled by Jacadco Sales Pro- 
motion, the service provides retail 
clients with sales advertising and 
promotional materials designed to 
go along with newspaper, direct 
mail and radio sales promotion 
efforts. 

Materials include banners, post- 
ers, teaser cards, “as advertised” 
cards, salesmen’s badges, etc. Three 
to six promotion packages a year 
are issued to each client, according 
to individual store needs. 

Complete information is available. 

+ + + for more details circle 709, page 127 


Showy ‘Snow’ Displays 
Ilustrated in Booklet 


Cool, cool snow—and all of it 
manmade—is used as the main in- 
gredient in a variety of display 
ideas illustrated in a booklet from 
the “Frostee” Sno Co., Antioch, IIl. 

Products used in the displays 
shown range from refrigerators to 
clocks to liquor and all are glorified 
by the presence of snow. The dis- 
plays shown are for windows, in- 
teriors and point-of-purchase ideas. 

The complete “Frostee” fire-proof 
line includes sno blocks, sno flakes, 
sno chunks, fine sno, styrofoam 
balls, bells and letters. Letters are 
available in Old English or Block 
type styles, in 6%” to 11” sizes. 

- for more details circle 710, page 127 





How to Get 
Good Photos 


at Low Cost 


What happened when a manu- 
facturer needed good color 
photos of his products, taken 
against top vacation spots, but 
couldn't afford to send out a top- 
notch photographer to take them. 


By John Advent 
Director, Public Relations 
R. J. McCallister Co. 
Youngstown, Ohio 


One of the accounts handled in 
our agency is the Tee-Nee Trailer 
Co., manufacturer of boat trailers. 
Producing Tee-Nee’s annual cata- 
log is one of the bigger undertak- 
ings in our small shop. The catalog 
is a 24-page, four-color piece, which 
must attractively show Tee-Nee’s 
line of boat trailers along with 
scenes and copy depicting the joys 
of boating, especially if boaters own 
trailers. 

Each year, we try to make the 
new catalog grander than the one 
the year before. Endeavors of this 


type usually run into an old enemy 
—budget. This was our difficulty 
when we first outlined Tee-Nee’s 
catalog for 1959. 

The theme was established at 
“Nothing Travels Like a Tee- 
Nee.” To underscore it, we wanted 
pictures of new Tee-Nees at fa- 
mous tourist attractions from Flori- 
da to Alaska and from New York 
to San Francisco. Then, we started 
adding up anticipated costs. 


> We were in fairly good shape un- 
til we included the charges for 
sending a crew of photographers, 
models and agency people around 
the country. These charges sent the 
cost of the Tee-Nee catalog orbit- 
ing into outer space. 

The anticipated costs and the es- 
tablished budget were as far apart 
as the two poles. One day, we sat 
around the office of James E. Olney, 
president of Tee-Nee, telling each 
other that if “we were on Madison 
Avenue in New York, instead of 
Market Street in Youngstown, the 
few piddling thousands more 
wouldn’t mean a thing.” 


As we talked away, a member of 
the sales department was in the 
office checking out the pins on a 
sales map—each pin indicating the 
location of a distributor or dealer. 

The sales department man in an 
off-handed way commented to the 
effect that, “These pins are close 
to all of the tourist attractions 
you're talking about.” 


> This chance remark took our 
thinking in a different direction. 
Would it be possible to get Tee- 
Nee’s distributors and dealers to 
take the pictures we wanted? Could 
they? After all, what do they know 
about color photography, composi- 
tion and the like? 

We thought too much of the idea 
to let it die on the vine. We’d find 
out. We sent letters to about 20 
dealers, outlining our idea and ask- 
ing if they would line up the models, 
hire the photographer, and super- 
vise the photography at the tourist 
attractions we wanted in their 
areas. 

The responses were most enthu- 
siastic. Some didn’t bother to write 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 

photos 


n the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Geog Seeeee® of yew wie, C08 
per negative. Samples, sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


se. W. Obie St. + 10, Illinois 
Dept. J ” Telephone: MI chigan 2-5651 


WUMLLLLULUL yy, 


read. Me-First | 


power of four color process 
pictures on your ENVELOPE 
(and letterheads, too!) 

FREE KIT when requested on 

business letterhead 
Top quality . . . bottom prices 
Colortone 
Color Stationery Specialists 

2412-24 17th St. N.W., Wash. 9, D.C. 


tttittsddltssa7 


Put Bounce in your Bulletins ! 5000 pro- 
fessional repro sent to you now. 
800 all-new l-bound Annual 
Genera! Mills use 


each city. Free 
iWin agencies and National Advtsrs. 


. Y 
© STIVERS STUDIO - BOX 2684 - SAN FRANCISCO 19, CALIF. 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


94 * Gy: July 1959 


—they called. It seems they all had 
a hidden desire to play the role of 
an advertising executive, posing 
pretty models on location. 

We told them to hire only compe- 
tent photographers, about charges, 
etc.,—and, incidentally, we were in- 
terested in families out enjoying 
vacations and boatings and not 
buxom blondes in bikinis. The latter 
remark stayed their enthusiasm 
only momentarily. 


> The Engineering Dept. of Tee-Nee 
turned out a few hand-made 1959 
models and these were shipped to 
various points in the 49 states. Alas- 
ka was to be included, too, for we 
had heard of a famous collection 
of Totem Poles which we thought 
would add mightily to the color of 
our book and the scope of Tee- 
Nee’s sales area. 

A few days after shipments were 
made, dealers began calling in, tell- 
ing us that trailers had been re- 
ceived and photography was pro- 
ceeding as scheduled. This was good 
news—but we still had our fingers 
crossed wondering what the trans- 
parencies would look like without 
some genius from our agency to su- 
pervise. 

From the western part of the 
United States, we were receiving 
urgent calls regarding the trailers. 
Our well-laid plans were being 
complicated by a strike of truckers 
on the West Coast. Trailers desig- 
nated for photography were being 
held up en route pending settlement 
of the strike. 

The dealer who was to supervise 
the pictures taken at Old Faithful 
in Yellowstone National Park 
warned that if the trailer didn’t 
arrive by October 1, the park would 
be closed because of anticipated 


early snows. 


> The most frantic comments were 
emanating from Fairbanks, Alaska. 
But the strike ended and our trail- 
ers were delivered. The one headed 
for Alaska was put in the hold of a 
ship and delivered to a rail port 
south of Fairbanks. 

It was loaded in a boxcar of a 
freight train which that night was 
to be involved in a wreck, as it 
highballed for Fairbanks. The con- 
tents of the car in which the Tee- 
Nee Trailer was riding were strewn 
all over the countryside. 

In Fairbanks, early snows began 
to fall, the lake began to freeze over. 
Eventually, the parts of the Tee- 
Nee were gathered from the train 
wreck and delivered to Fairbanks. 
In assembling it, a vital part was 
found to be missing. The railroad 
was notified, and after all channels 
had been cleared, a search was 


made. The part was found in a scrap 
heap — and delivered. 

But it was too late. The road to 
the settlement, where the Totem 
Poles were to be photographed, had 
been closed. The efforts had been 
in vain. 


> But from other parts of the coun- 
try the transparencies began to ar- 
rive. In most cases they were per- 
fect. The composition, from Tee- 
Nee’s point of view, the color, the 
people used as medels — all were 
excellent. 

The transparencies sent us by 
Tee-Nee’s distributors and dealers 
became the backbone of our “Noth- 
ing Travels Like a Tee-Nee” cata- 
log. By using them as our represen- 
tatives instead of taking off on a 
picture-taking safari, we stayed 
within the budget. There was no 
riot of the Tee-Nee stockholders. 
But another equally important point 
is that we now have a keener in- 
terest in the Tee-Nee catalog; it 
shows sectional pictures, and the 
distributors and dealers who super- 
vised the photographs used in the 
book, will be sure to display it 
prominently and show their handi- 
work to customers. 44 


New Processing Method 
Shortens Operations 


A new photographic process, just 
introduced by Cormac Chemical 
Corp., New York, is expected to 
simplify the development of both 
film negatives and prints. 

Given the trade name “Wnibath,” 
the chemical replaces the familiar 
three-step process of developer, 
short-stop and hypo with a single 
treatment. According to the manu- 
facturer, the new chemical has a 
number of important advantages: 


e It increases the speed of the film 
by about one stop. 


® Since the process continues to 
the end, neither time nor tempera- 
ture is critical within broad ranges. 


@ Wash time following processing 
can be cut to five minutes. 


e The process, using a single tray, 
is simpler. 


At the present time, Unibath is 
offered in three varieties: CC-1 for 
standard films; CC-2 for high-speed 
films; CC-3 for prints. Five others 
are planned for special purposes, 
including motion picture develop- 
ment and lithographic films. 

A descriptive brochure is avail- 
able. 


+ « for more details circle 715, page 127 





“At Oliver, Ad Requirements gets a thorough going-over” 


R. L. DINNSEN 
Advertising and Sales Promotion Manager 


The Oliver Corporation 


tHe OLIVER corporation 


400 WEST MADISON STREET © CHICAGO 6. ILLINOIS 


Mr. G. D. Crain, Jr., Publisher 
Advertising Requirements Magazine 
200 East Mine's Street 

Chicago 11, Illinois 


Dear Mr. Crain: 


Advertising Requirements has been a "must to read" in our office since your first issue. Each issue 
is read cover to cover by everyone working directly or indirectly with advertising, sales promotion 
and public relations. The only problem with this "mass" circulation is when the issue returns to my 
desk several pages have wine been clipped. Recently | changed the system and now have Ad- 
vertising Requirements mailed to my home. | have more time to read editorial material and ads 
before the issue makes the office rounds. 


Handling the advertising and sales promotion of the Farm Machinery, Construction Machinery 
domestic and export), and Outboard Motor Divisions of the Company makes time and planning 
demands on each member of our staff which are different in scope and area every day. Literature, 


in three languages, and direct mail for farm and construction distribution are two very important 
work areas. 


Last year we provided literature for dealer and consumer use on more than one hundred different 
pieces of equipment. Better than 2,120,000 pieces of direct mail were printed and mailed to farm, 
construction and outboard motor customers and prospects. Two and one-half million copies of our 
24 page farm magazine, Better Farming for Better Living, were imprinted, addressed and mailed 
during 1958 to farmers in United States and Canada. Major point of purchase — packages 


were created for each sales division for dealer showrooms in addition to seasonal wall posters and 
window banners. 


16MM movies and 35MM color. slides for sales and service training programs are always “in the 
works". Three new product slide programs and one 20-minute color movie have already been re- 
leased this year. At least two more 20-minute motion pictures are planned for this year. In 
addition, sixty and thirty second TV and theatre spots are now in production on major lines of 
equipment. 


You can see that our advertising, sales promotion and product publicity efforts are varied and 
many, and | am sure you can also understand why Advertising Requirements gets such a thorough 
going-over. Advertising Requirements is important to us and should be to anyone connected with 
the responsibility of promoting sales in today's competitive market conditions. 

Very truly yours, 

The OLIVER Corporation 


EN iets 


Advertising & Sales Promotion Manager 


R.L. Dinnsen/ew 


Advertising Requirements Workbook of Aduertining & Gales Prowstion 


200 EAST ILLINOIS STREET - CHICAGO 11. ILLINOIS 


PRINTING. PAPER & PLATEMAKING ~- DIRECT ADVERTISING LAYOUT & TYPOGRAPHY AUDIO-& S SHOWS 


PACKAGING & LABELING ART & PHOTOGRAPHY 


> & EXHIBITS 
PREMIUMS, PRIZES & SPECIALTIES 
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How We Got the Photo 


Number 16 in a Series 


The 
Flowers that 
Bloom 

in the Spring 


The story of an unusual color photo, which demanded 
that the colors of spring be shot in the fall, 
combining the skills of photographer and stylist. 


Remember the popular tune of 
1934, titled “June In January?” 

Well, its thought ran through 
many minds at Needham, Louis & 
Brorby Inc. last fall. That was when 
the ad agency’s art department was 
in the throes of producing ar. out- 
side color photo for a Canadian 
Industries Limited paint advertise- 
ment scheduled for appearance this 
spring. Only the months needed to 
be changed—to “May in October.” 


> Reason for this calendar ma- 
neuvering was the desire of the 
client and agency to be as authentic 
as possible . . . to give a true touch 
to the unique photos that have be- 
come a distinguishing mark of re- 
cent C-I-L ads concerning its line 
of interior paints for the home. 
These ads, first of which appeared 
a year ago, point out that the out- 
doors can be brought indoors with 
the use of C-I-L paints. 

Theme of the campaign is: “En- 
joy the freshness of Spring all year 
long with Ciltone—the paint that 
stays color fresh!” It is illustrated 
in the ads by a large four-color 
photograph of a room set in a field 
of flowers—with the room painted 
in a shade that matches the beauty 
and color of the blossoms. 

First used were beds of those 
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well-known spring flowers, tulips 
and jonquils. The initial ads proved 
successful, and it was decided early 
last fall to use the same type of art 
in this year’s ads. But fall is rather 
late to be shooting flowers in the 
Middle West—for a number of good 
reasons. 


Foremost among these roadblocks 


is the obvious fact that the flowers 
themselves are not available in 
large, fresh beds. Then, too, there 
is the problem of lighting, for Old 
Sol is only at his best for a few 
hours each day. And then there is 
the nuisance of falling leaves. 


> However, problems or not, a job 
had to be done, and Art Director 
George Zahour of Needham, Louis 
& Brorby went to work. He con- 
tacted the Shigeta-Wright Studios 
in Chicago, which had handled the 
color work for the previous C-I-L 
“nature” ads. It was decided that 
the shooting would be done out- 
doors—regardless of the seasonal 
problems—so as to continue as near 
as possible the realism established 
for the campaign. 

But what about the flowers? 

Obviously, artificial ones would 
have to be used. That meant a check 
to learn what make-believe flowers 
were available or could be made 


up quickly. Since “coral pink” was 
the desired color and water lilies 
highlighting this hue could be pro- 
duced in time, water lilies were se- 
lected as nature’s representative for 
this ad. 


> Of course, this meant a water 
scene setting and a suitable such 
area was found about fifty miles 
west of Chicago. Through its rather 
heavily-wooded countryside ran a 
small river that became the scene 
of action. 

As noted from the accompanying 
photos, a dining area set was built 
on location, as well as anchored, 


Laying the Floor . . . Early in the morn- 
ing, the floor was laid, just about level 
with the water level. Pilings driven into 
the creek bed held the floor firmly. 





The Walls Go Up . . . The walls were 
erected, and painted after installation, 
using the client’s product, of course. To 
keep dry, floating leaves out of the pic- 
ture, a net was stretched across the 
creek, a few feet above the camera. 


Dressing the Set . . . The furniture was 
ferried across to the cut-away room. The 
camera was set in the middle of the 
creek, and the photographer could start 
planning his angles. The crucial thing 
was to be ready when the sun reached 
the right position in the sky. There 
would be only a few minutes for shooting. 


Planting the Flowers . . . The artificial 
lilies were set on corks, anchored to the 
creek bed by bamboo poles, to make 
sure they would stay just where they 
made the prettiest picture. 


Manns; 


INTRODUCTORY OFFER! 
Complete Collection of 


CLIPS 
ARI 


Send just $1 for complete current issue 
of ART DIRECTOR'S CLIP KIT — 
world's finest ready-to-use art service. 
Regularly $8.95 a month, it saves many 
times its cost in hours and dollars. Used 
by many top-drawer advertisers. Actual- 
ly test it right in your own office, then 
if you wish to continue on a month-to- 
month subscription basis, pay only $8.95 
per month (plus poael a eee 
invoice. Even lower annual and semi- 
annual rates. You may, of course, cancel 
at any time. Send your dollar today! 


VOLK, PLEASANTVILLE 37, NEW JERSEY 
Rush current issue of ADCK for dollar en- 
closed. If | wish to continue receiving it at 
the rate of $8.95 per month, | need not 
notify you. If | de not wish to continue 
subscribing after receiving the current 
issue, | will simply notify you te cancel. 





if you use glossy photos for 
ew promotion or 
publicity . 


if you appreciate the advan- 
tages of using highest quality 
photos... 


and still like a good deal on 
price 

if you need prints right now 
when you need them... 


i. u, sit, are a natural to do 
usiness with QPC* 


write for samples and price list! 
(or phone, it’s quicker) 


QUANTITY PHOTO CO. 


119 W. Hubbard St., Chicago 10, I 
SUperior 7-8288 
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TAGS 


get the best 
results... 


Attractive and eye- 
catching, Reyburn’s 
Tags relay your sales 

message and provide 
a silent salesman 
on every product. 
Try them and be 
convinced. 
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Advertisement 
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+ PRODUCTION MAN DISCOVERS $ 
* NEW DRY BAR RUBBER CEMENT , 

, 


, 
*“T had used rubber cement for § 
¢many years,” related J. Shayman § ‘ 
fof J. Shayman & Associates, Chi- : 
fcago, “and I was beginning tos 
sthink that I would be forever, 
‘cursed with it. Well, along came § 
‘DRYstik . . . the ‘rubber cement § 
sin dry bar form .. . and I ams 
smost pleased with the new con- 
‘cept and the results. It’s faster ¢ 
‘and neater for pasteups, mount- »# 
sing layouts . . . even holding{ 
‘down drafting papers and Bristol § 
§ board. And with Dry-Stik there’s¢ 
#no excess to clean up — no stain, 
;or mess. We also use Dry-Stik to 
freplace ugly tape for putting up? 
¢ posters and signs ... no marred § 
‘walls, no torn signs. For the fast § 
‘production jobs Dry-Stik will ; 
; soon have a new electric applica- s 
‘tor selling for only $4.00. 

You can get Dry-Stik at your § 
‘art or office supply store — ors 
$send us $5.28 for one Dz. or $1.00 § 
‘for two — prepaid and satisfac- § 


Dry-Stik Co. 4356 N. Kedvale, 
Chicago 41, Ill. 
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painted and furnished while afloat. 
Then came the Mother Nature tie- 
in. Several hundred water lilies— 
as true-to-life as humanly possible 
to make—were carefully located in 
the water in front of the set. 

The lilies and leaves—singly and 
in clusters—were stapled to thick 
cork so they would float. But to 
make certain they would not float 
away, the cork bases were attached 
to bamboo poles that were im- 
bedded into the river bottom. 

One other precaution was taken. 
Cheese cloth was stretched across 
the river to stop fallen leaves from 
floating into the scene. 


> Everything was then set for the 
mid-day shooting. 

The camera had also been an- 
chored into position in the river 
bed. An attractive model was 
brought on the set. Color blending 
and shooting angles had been 
checked scores of times by photog- 
rapher Jim Brady and stylist Adrian 
Schy of Shigeta-Wright. 

Shot after shot in full color was 


New Stock Art. . 


Cartoons, Gay Drawings 
Lead Clip Book Parade 


Stock art and cartoon sources can 
never be too plentiful, so this month 
AR rounds up the latest clipbooks 
and new stock art services to come 
to our attention. 


New Stock 
Art Catalog 


Over 1,000 illustra- 
tions of stock art, 
cuts and  photo- 
graphs are shown in a new 160-page 
book, “How To Illustrate Printed 
Messages,” available for $1 from 
Cobb Shinn, 723 Union St., Indian- 
apolis 25. 

“The book is designed primarily 
for publication editors, ad managers, 
agencies, printers, newspapers and 
tv advertisers. It is printed on 
enamel stock with 9x12” pages. 
Stock cuts shown, some of them in 
two colors, are priced from $1.50. 
Photographs are $7.50 each. 


Cartoons For 
Business 


Cartoon Features 
Syndicate, New 
York, has _ intro- 
duced a newly created cartoon se- 
ries designed for industrial editors. 
Cartoon Features, a newspaper syn- 
dicate, will make regular new addi- 
tions to the series. All will be drawn 
exclusively by name cartoonists. 
The cartoons are designed to ap- 
peal to readers of house organs and 
business publications. Life in plants, 


taken. There was no time te be lost 
for the autumn sun descends quick- 
ly. Before long the word went out: 
“That’s it—strike the set.” 


> The two-day task that had started 
with a set to be erected and a lily 
pond to be created, was about over. 
Hip boots and row boats, used con- 
tinually throughout the day, were 
finally discarded and it was back 
to terra firma. 

During the days that followed, the 
Ektachromes were studied and re- 
studied by Art Director Zahour un- 
til the right one was found—the one 
that projected the exact setting, 
mood, and color desired. This 
photograph is now the illustration in 
a Canadian Industries Limited ad- 
vertisement appearing in week-end 
newspaper supplements in Canada. 

Such is the behind-the-scenes 
story concerning the desire of a 
manufacturer and an agency to 
bring the utmost in truism to its 
advertising—even if it means mov- 
ing May into October! 44 


“won't suostitute ‘atrocious’ when | 
say lousy!” 


offices, laboratories—personnel from 
truck drivers to board chairmen are 
featured. 

The company will send a free 
folder reproducing its current se- 
ries. Originals, upon order, will be 
supplied in 4x4” size on glossy 
paper. A sample from the selection 
is reproduced here. 

+ + for more details circle 746, page 127 


Light Touch 
idea Art 


Light-touch draw- 
ings are featured 
in the fifth annual 
portfolio now available from Idea 
Art, 307 Fifth Av., New York 16. 
Among the new treatments intro- 
duced for the first time is tone art, 
screened for line reproduction. 
Another new feature of “Idea Art 
Portfolio No. 5” is an illustrated in- 
dex of the complete contents in a 
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TRADE-MARK 





QUALITY HOUSES 


ALABAMA 


The Whitaker Paper Company 
The Partin Paper Company 
W. H. Atkinson. .Fine Papers 


Birmingham 
Mobile 
Montgomery 


ARIZONA 
Blake, Moffitt & Towne 


Butler Paper Company 
Blake, Moffitt & Towne 


Phoenix 
Tucson 


ARKANSAS 


Little Rock Roach Paper Company 


CALIFORNIA 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne) 
Carpenter Paper Company | 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne} 
Carpenter Paper Company} 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


Fresno 
Los Angeles 


Oakland 
Sacramento 
San Francisco 


San Jose 
Stockton 


COLORADO 


Carpenter Paper Company* 
Graham Paper Company 


Denver 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., inc. 


Hartford 
New Haven 


DELAWARE 


Wilmington Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


Jacksonville 
Miami 
Orlando 
Tallahassee 


Tampa 


GEORGIA 
The Whitaker Paper Company | 
The Macon Paper Company 
The Atlantic Paper Company 


Atlanta 
Macon 
Savannah 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 
Bradner, Smith & Company® ** 

Dwight Brothers Paper Company / ** 
Parker, Schmidt & Tucker Paper Co. 

Charles W. Williams & Company* 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
C. J. Duffey Paper Company 


Chicago 


Decatur 
Peoria 
Quincy 
Rock Island 


INDIANA 
The Millcraft Paper Compony 
indiana Paper Company, inc. 


Fort Wayne 
Indianapolis 


1OWA 


Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


Des Moines 
Sioux City 
KANSAS 


Carpenter Paper Company 
Southwest Paper Company 


Topeka 
Wichita 


KENTUCKY 
The Rowland Paper Company, Inc. 


Louisville 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans 


Augusta 


Baltimore 


Boston 


Springfield 
Worcester 


Detroit 
Grand Rapids 


Minneapolis 


St. Paul 


Jackson 
Meridian 


Kansas City 


St. Louis 


Billings 
Greot Falls 
Missoula 


Lincoln 
Omaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 


Jamestown 


New York City 


For Export 


Rochester ‘ 


Asheville 
Charlotte 
Raleigh 


MAINE 
John Carter & Company, inc. 


MARYLAND 
Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, Inc. 
The K. E. Tozier Company* 
John Carter & Company, inc. 
John Carter & Company, Inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 

C. J. Duffey Paper Company 
inter-City Paper Company 
C. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Midwestern Paper Company ** 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company} 


NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Milicraft Paper Company 
Aldine Paper Company ** 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation’ * 
Pohiman Paper Co., Inc. 
Reinhold-Gould, inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
aor Dunton (Far East); 
Bulkley Dunton S. A.} 
**) Champion Paper Corp., S. A./ 
Champion Paper Export Corp. } 
Genesee Valley Paper Company 


NORTH CAROLINA 
Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


THE PARADE OF CHAMPION MERCHANTS 


THAT OFFER A QUALITY LINE 


OF PAPER 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & Paper 
Company 
The Queen City Paper Company * 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 
OREGON 
Blake, Moffitt & Towne’ 
Carter, Rice & Co. of Oregon; 
PENNSYLVANIA 
Allentown Kemmerer Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphia. Garrett-Buchanan Company 
Matthias Paper Corporation’ 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 
RHODE ISLAND 
John Carter & Company, inc. 
SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 
UTAH 
Carpenter Paper Company 
American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgeraid Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne} 
Carpenter Paper Company } 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
..Dwight Brothers Paper Company 


CANADA 
Blake Paper Limited; 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledo 


Oklahoma City 
Tulsa 


Portland 


Pittsburgh 
Reading 


Providence 
Columbia 
Sioux Falls 


Chattanooga 
Knoxville 


Memphis 
Nashville 


Amarillo 
Austin 
Dallas 

El Paso 
Ft. Worth 
Harlingen 
Houston 


Lubbock 
San Antonio 


Ogden 
Salt Lake City 


Norfolk 
Richmond 


Seattle 
Spokane 


Tacoma 
Yakima 


Huntington 


Milwaukee 


Toronto 


*BOX WRAP GRADES ONLY 
PRINTING PAPERS AND BOX WRAP GRADES 
**PAPETERIE GRADES 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 
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size which serves double duty as a 
library of miniature art for repro- 
duction. Seventy pages of original 
art, along with 12 pages of index, are 
included in the 9x12” portfolio of 
100 drawings. The pages are bound 
in a sturdy loose-leaf ring-binder. 
Printing is on cover-weight Krome- 
kote. 

The price of the complete port- 
folio is $29.50, including reproduc- 
tion rights. 


Bernhardt Magazine cartoon- 
Clip Book ist Glenn Bern- 
hardt has _ pub- 
lished his first over-all cartoon clip 
book. It sells for $9.50 includes 200 
cartoons selected primarily for their 
adaptability to commercial use. 
The book, printed on Kromekote, 
is indexed and cross-indexed into 
125 categories. Some of the subjects 
featured are animals, brides, vaca- 
tions, sports, children and television. 
Bernhardt cartoons have appeared 
in Look, Parade, This Week, True 
and Cosmopolitan. 
The book is published and dis- 
tributed by Rapid Printing, 733 A 
St., Hayward, Cal. 44 


Unit Slants, Heightens 
Template Characters 


A new Leroy scriber that can be 
adjusted to form template characters 
of varying heights and slant angles 
without changing character width, 
is available from Keuffel & Esser 
Co., Adams and Third Sts., Hobo- 
ken, N. J. 

The latest addition to the Leroy 
scriber line can form characters 
either vertical or slanting at any 
angle up to 45° forward, and any 
height from 60 to 150 % of the size 
of the figures represented on the 
drawing template. 

The new scriber, said to be simple 
to operate, takes pens from — 0000 
to —8. It can be used with Leroy 
lettering templates up to size — 500- 
es 44 


Seven Pound Light Box 
Fits Into Desk Drawer 


Something new in light boxes, a 
seven pound mode! which can be 
used and stored in a standard 12” 
desk drawer—has been introduced 
by Instruments for Research & In- 
dustry, 108 Franklin Av., Chelten- 
ham, Pa. 

Called the Glow-Box, the unit is 
large enough to illuminate standard 
84x11” drawings, graphs and charts 
as well as smaller films and trans- 
parencies. 


Space Saver . . Seven pound light box 
can be stored—and used—in desk 
drawer. Handles material up to 82x11”. 


The translucent white Plexiglas 
cover plate is shatter-resistant and 
is said to diffuse light evenly. Two 
spring clips hold tracings and trans- 
parencies in place at any angle. The 
four adjustable legs facilitate flush 
mounting when used in a drawer, 
or permit the unit to be slanted 
when used on a desk top. It comes 
complete with a carrying handle and 
a shallow tray for pencils and draft- 
ing tools. 44 


New Color Slide 
Process Described 


A new color process promises to 
simplify and to lower the cost of 
color slides. The system, which is 
based on an entirely new principle 
of color vision, was described in 
an article in the June Scientific 
American by Edwin Land, president 
and founder of the Polaroid Corp. 

The system is simplicity itself. 
A special camera, equipped with a 
splitting lens, takes two identical 
pictures of the subject, using black 
and white film. One, however, is 
taken through a red filter, the other 
through a green one. From these 
two negatives, which differ only in 
tone values, two b&w positive 
transparencies are made. 

These are projected on a screen, 
using a red filter for the shot taken 
through the red filter, but with no 
filter for the green shot. The re- 
sultant image appears in full color. 

The system is still in the experi- 
mental stage, but in addition to 
forcing an entirely new concept of 
how we see color, it has immediate 
practical implications. Since it uses 
only black and white photographic 
materials, it promises to reduce the 
cost of color slides. It should also be 
much faster, since b&w emulsions 
are speedier. 44 


oot 


There are many clip art catalogs available, 

but ONLY ONE com, art and — 

service. ideas alone in each monthly 

are worth many times the small cost. From 

the smallest printers to the largest concerns 
Prudential, General Motors, etc. have 


. to cover cost 
ing and 


: — The Complete Current Issue 


gd current issues normally sell for $20.00. 
lete issue, yours to use, can make 
pont ene reds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No 
No ene Attach one dollar to letterhead 
and mail today te Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Ilinois. 


FURSY QUALITY 


EKTACOLOR("c”) Prints 


8's x Il 


Now available as low 


as $1.75 net over 100 prints. 
WRITE NOW FOR INFORMATION 


pe fe.> ee i Me 


ra ©-KEE PHOTOFINISHERS, Inc 


a TENNESSEE 


Attention 
getters: 


MACK'S 
“MOPPETS”” 


Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: Mi 7-5377 


“He says get his ad 
in orbit with ZOOM 


— MOON MEN —_ 
_SPUTNITEIN" 


SAVE TIME...SAVE MONEY 


~ GD 


for ART * PRINTING * PHOTO 
LITHO * SILK SCREEN * ENGI- 
WEERING 


Send for Cotelog G 


LACEY-LUCI PRODUCTS 0. 
3) Central Ave. * 


$485 andup DEALERS: Choice Terre on 
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RESULTS 


July 1959 + @y + 101 





300% greater holding 
power than other 
pressure-sensitive labels. 


NOW— the tightest sticking pressure-sensitive label on the market... 


Avery’s new Golden perma-grip 


new : Labels open the door to 
° the wider, more effective use of 
, pressure-sensitive labels. 
7 fe Many applications long considered 
wee § too difficult for this type of 
label are now practical and 
economical. Easily and quickly 


applied to a variety of 
packaging surfaces — either flat, 
rounded, concave or curved... 
wo a these new Avery Golden 
* —70°F. below zero... perma-grip Labels stick better 
pe rind « g r 1 Pe and hold tighter to glass, 

plastic, wood, film, metal or 
paper — to all types of packaging 
materials. 
Together with Avery’s automatic 
Labeler they offer you a new 
approach — a new and better 
solution to your labeling problems. 
This time-saving combination 
makes Avery pressure-sensitive 
Labeling efficient, productive 
and profitable! 
Write today for your 
FREE samples... try them on 
the surface you want labeled 
permanently! 


Avery’s new GOLDEN 
adhesive provides a 
tight grip, permanently! 


Label edges hug 
the surface — 
won't peel or curl. 


Con be stripped trom Sesking AVERY LABEL COMPANY DIV. 113 
tape at mse oo a division of Avery Adhesive Products Inc. 
ee 117 Liberty St., New York 6 
608 So. Dearborn St., Chicago 5 
1616 So. California St., Monrovia, Calif. 


: C Please send me samples, further information on 
always ask for M Avery Golden Perma-Grip Labels. 


AVERY LABELS << <04 “en 


Address. 
ihe eersinenttirrniciniy niinstccsnipcanasieiasadenreel State. 


te Have you seen Avery's new pressure-sensitive Metallics for decorative trim, panels and identification plates? 


— what a difference they make 
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Dont Hitch Your Package 


to a Dinosaur! 


By Cecil Rogers 


Revolutions are seldom sudden. 
They are preceded by epochs of 
evolutionary thought. Sometimes 
the impetus of new ideas is trans- 
mitted into action so smoothly that 
the change, at any stage, seems 
imperceptible. Sometimes the 
changing conditions are ignored so 
long that the eventual adjustment 
appears violent. This is just as true 
today as in the Paleocene era. The 
dinosaur, in its prime, felt it was 
here to stay. The same feeling has 
characterized the recent packaging 
expositions. Most of the manufac- 
turers exhibiting seemed to have 
hitched their wagons to the dino- 
saur. 

During the past ten years a revo- 
lution has been in progress in the 
American economy, Its changes, as 


Marketing methods are changing so fast, 
this observer warns, that you'd better be sure 
to keep a watchful eye on your package. 


yet, have not found expression in 
new systems and techniques. It has 
been ignored by the pundits of 
Madison Avenue. It has been ig- 
nored by the great majority of the 
people whom it affects most—those 
engaged in the processes of dis- 
tribution. Alas, closing our eyes will 
not stem the tide. The inevitable 
adjustment will be abrupt, and 
therefore costly. The pressures be- 
hind this, as with most revolutions, 
is economic necessity. Its causes are 
simple: the rising cost of doing 
business. Its symptoms can be seen 
in the “To Let” signs in empty 
shops. 


> These economic pressures affected 
the manufacturer just as much as 
the distributor. But the manufac- 
turer recognized the symptoms, and 
being more resourceful, has dem- 


onstrated the ability to meet the 
challenge. Productive efficiency has 
increased enough in some categories 
that, despite increased costs, prices 
have been maintained. This is not 
universal. But in general, manu- 
facturers have demonstrated that 
new processes, automation, and 
efficient control can hold a price 
line—and a profit margin, too. Ex- 
tended media coverage and im- 
proved facilities have enabled the 
advertising industry to keep pace 
with production. The weak link in 
the chain has been distribution. 


> To say that the economic plight 
of the merchant is due to his own 
incompetence may be true, but it 
does not help us arrive at an un- 
derstanding of the situation. The 
merchant has stubbornly upheld a 
great American tradition that any- 
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one can sell anything to anybody. 

The larger merchants were able 
to benefit from departmentalized 
thinking and better information. 
Their size gave them power with its 
attendant advantages. They could 
apply measures beyond the means 
of the small operator. Size alone 
became a formidable asset. 

Today, the large retail organiza- 
tions are growing larger—while the 
small are going out of business. 
Size alone is not a guarantee of 
success. It still requires a degree of 
efficiency determined by the com- 
petitive market. But size is such an 
advantage that it is almost a pre- 
requisite of survival. 


> The trend is for the percentage 
of profit to diminish. This, of course, 
would be fatal were it not for two 
other factors. The gross volume has 
shown a steady increase, and the 
turnover cycle has shown an equiv- 
alent decrease. These factors have, 
so far, offset the decline in profit 
percentage. 

However, the whole distribution 
system is in a precarious position, 
financially. A vital factor in this 
delicate balance is the obsolescence 
of capital equipment, and the cost 
of replacing it. In general, stock 
moves slower with the retailer than 
with the manufacturer. Thus his 
cycle of turnover is slower. His 
capital requirements, consequently, 
are relatively greater. The longer 
stock remains on his shelves the 
greater is the hazard from obso- 
lescence, spoilage and theft. The 
cost of handling equipment is great- 
er in a store than in a warehouse, 
or factory. The overhead is greater. 

All these factors add up to the 
conclusion that it costs more to 
distribute, takes longer, and is at- 
tended by greater risks. These fac- 
tors naturally influence the avail- 
ability and cost of capital. They are 
forcing our whole distribution sys- 
tem to make sweeping changes. 
They leave no alternative but to 
change or perish. 


> It was natural that the new pat- 
tern for distribution should start 
with food. The economic advan- 
tages enjoyed by the supermarket 
were so great that it set a standard 
by which other forms of distribu- 
tion have been evaluated. We now 
have similar outlets for drugs, ap- 
pliances, variety merchandise, 
clothes, books, beverages, garden 
accessories, and other commodities. 
A refinement has been specialty 
markets where one, or a few related 
products are concentrated for fast- 
er selection and service. 

At present the self-service store 
depends upon visual appeal. The 
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impulse to pick up an item is en- 
gendered directly by its appearance, 
or its display. Where there are many 
thousands of different items dis- 
played, it is obvious that preferen- 
tial display must be selective. The 
less restraint imposed upon such 
appeal the more confusing the whole 
effect becomes. 

In the end, such zeal defeats its 
objective. The more mechanized the 
store the less scope will be afforded 
individual products for unusual 
treatment. The chain stores do not 
afford suppliers the same privileges 
that independents are able to offer. 
It is one thing to get a product into 
a supermarket. It is another to help 
it off the shelf. 


> The form of the retail outlet is 
about to change. With the excep- 
tion of luxuries and certain special- 
ties, that great American failure, 
the store clerk, will vanish from 
the scene. Few will miss him. His 
lethargy and incompetence ruined 
generations of storekeepers. The la- 
bor of selection will be transferred 
to the shopper. 

His selection will be determined, 
mostly, by advertising absorbed 
away from the outlet. Variety will 
be sacrificed to convenience. He 
will depend upon the brands he 
knows. More items will be bought 
unseen. Where information is de- 
sired about a product to aid his se- 
lection such information will be de- 
livered, automatically, by audio- 
visual devices operated by the 
shopper. 

There will be more drive-in type 
outlets. Many of these will be op- 
erated by the shopper. Standardiza- 
tion and mechanization will speed 
up the process to the limits of the 
shopper’s reflexes. 

New billing, accounting and or- 
dering systems will see the exten- 
sion of the old mail order systems 
to the telephone with the accounting 
and charging being done simul- 
taneously. Products will be grouped 
in categories which will be univer- 
sally accepted. In many cases num- 


bers will be substituted for names. 
For instance, seeds, plants, tubers, 
etc., will be dispensed by fixtures 
which will show, by projection, the 
resulting flower or vegetable, how 
to plant it, its name, number and 
price. The picture will be identi- 
fied with a number and price. 


> The significant fact for all con- 
cerned with the promotion of prod- 
uct sales is that the emphasis has 
changed from attracting the eye of 
the customer to satisfying the con- 
venience of the distributor. Ease of 
handling will be a factor to be 
evaluated against the distributor’s 
discount. 

Eye appeal will still sell. But the 
point where it reaches the eye of 
the customer will be remote from 
the point-of-purchase. This will 
place more emphasis on pre-selling. 
New techniques and new media 
must be found for the point-of- 
purchase. 


> Let us pause for a moment and 
reflect upon the significance of these 
changes. The day of the festooned 
store is almost past. The new look 
will be bare and functional. The 
opportunities for point-of-purchase 
promotions will be limited and will 
command a premium value. They 
will be standardized and controlled 
by the store. Some form of ration- 
ing will be applied. This will call 
for a revision in campaign policy. 
The elaborate package demanding 
unnecessary space will be as obso- 
lete as the pterodactyl. The inner 
pack of luxury items will be just 
as elegant—but their outer case 
will be regular in shape, robust, 
and compatible with the require- 
ments of mechanical handling sys- 
tems. These systems may demand 
“keys” in the form of holes or pro- 
trusions for registering or other 
control functions. The wear and 
tear from mechanical handling will 
designate a more robust type of 
package. Convenience will demand 
improved means of opening. 


>In this, the twilight of the old 
era, visual confusion has reached 
its zenith. The small store is a hor- 
rible conglomeration of displays, 
banners, signs and packages that 
ignore reason, taste or convenience. 
This confusion is aggravated by the 
license afforded salesmen to come 
into the store and set up their own 
displays. The resulting confusion 
has the effect of nullifying the 
effect of many excellent examples 
of the advertiser’s art. 

To restore the potency of the 
visual appeal its use must be regu- 
lated by the store. This will be done. 
Stores, we can be sure, will exer- 





cise much greater control over the 
material they accept. Since such 
display space will be at a premium, 
the stores will undoubtedly bargain 
for it. 


> Saturation of visual appeal en- 
hances the value of auditory pro- 
motions. New systems now coming 
into general use offer alert adver- 
tisers the opportunity to secure a 
foothold on valuable territory. 

Through the efforts of Muzak, 
and their followers, the enjoyment 
of background music has become 
a national habit. In its original form 
the public accepted standards of 
reproduction that would have little 
attraction today. Wired music (con- 
veyed by telephone line) is so 
limited in its tonal quality that lis- 
teners will no longer accept it. It 
is being replaced by the only means 
of disseminating music of hi-fi 
quality: FM _ broadcasting. Only 
FM offers full-range reproduction 
at a very low cost. 

Today’s technique is “multiplex- 
ing,” or the simultaneous transmis- 
sion of several programs. This per- 
mits the station to broadcast its 
commercials on one program for 
home reception, and other programs 
of background music for industrial 
and commercial use. The additional 
channels, known as “sub-channels,” 
can not be received by regular FM 
receivers. It requires a_ specially 
tuned receiver, and so, in effect, 
becomes a closed circuit. This en- 
sures the station a safe way of 
purveying it. Commercials at the 
outlet can ride the acceptance of 
background music into the con- 
sciousness of shoppers. 


> Stores will treat point-of-pur- 
chase advertising as another com- 
modity they sell. New types of 
standardized visual displays will be 
offered by stores who will be fully 
conversant with their premium val- 
ue. The limitation of point-of-pur- 
chase advertising will be greatest 
at the drive-ins where space is 
most restricted. 

These limitations will encourage 
the use of general purpose exhibits, 
or showrooms for unrestricted dis- 
play. More use will be made of pro- 
jection for visual display. Messages 
will be brief. New techniques must 
be developed for “flash” impres- 
sions. 


> The shopper will have to make 
concessions. He will mostly operate 
the system himself. He will have to 
accept more arbitrary assortments, 
more “stock” items. Our shopper 
has already indicated that he is 
prepared to do this—and more—if 
he can secure them with less time 








REACHES 
MORE 
ADVERTISING 
AGENCIES 


, 


you can hit 


the moon 


. . . But it'll take a lot longer than you or we 
have to spend. 


However, if you need quality gravure color 
plates for packaging printing or preprints for 
national advertisements, don't try to hit the 
moon for the answer. We suggest you com- 
municate with us . . . find out about our new 
ond enlarged facilities and additional equip- 
ment in our new and larger plant. When it 
comes to “roto” . . . go to ACME. 


acme 


gravure services, inc. 
4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS 
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REEL IN the best gummed paper aids ever 
packed into one book. They'll help you hook 
trouble-free gummed paper press runs and 
the finest printing results every time. Drop 
us a line for your 


at-as-a pancake gummed 
paper sample book.... its Free! 
It contains sample sheets, printing surface 


specifier, gumming selector, handling guide. 
Ask for book P-279, 


THE BROWN-BRIDGE MILLS, INC., Troy, Ohio 





. Send for this COLOR GUIDE 
that shows how to make your 
“printed salesmen” more ef- 


fective... how color can help 
you develop the desired emo- 
tion about your product in 
the consumer’s mind. 


Name 

pie eriiahaieeath iain etait atts teat en 
Firm 
Address 
DY reer eens NSIS 


The National Tag Company 
337 S. Patterson Bivd., Dayton 1, Ohic 
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and effort—and for what he thinks 
is less cost. 

The distributor can only survive 
in business by making a profit. With 
the cooperation of the shopper and 
such new systems his outlook is 
vastly improved. The outlets will 
be controlled by chains. The good 
old days will be frequently invoked 
by malcontents. 

The manufacturer will have fewer 
customers, but larger ones. His 
selling will be simplified. He will 
have fewer credit problems, less 
bookkeeping, and less independence. 
He will have to modify his packag- 
ing and promotion—but that is 
standard procedure. 

The merchant will find the new 


New Packaging Introduced 
In Schrafft’s Debut 


A new packaging material consist- 
ing of polyethylene laminated pa- 
perboard is making its debut along 
with Schrafft’s prepared and frozen 
food line in supermarkets through- 
out the east. 

Used as a printing surface for the 
first time, the new packaging ma- 
terial prints well without smudging 
or rub-off, eliminates the need for 
waxed paper wrapping, and pro- 
vides a re-use carton for the con- 
sumer. 

Other advantages include a high 
sheen, washability, resistance to fin- 
ger-marking. Of special interest to 
package designers is the material’s 
ability to be glued. It is also grease- 
proof and moisture-proof. 

Additional information on the 
material is available from Eron & 
Eron Inc., Industrial Designers, 
Englewood, N. J. <4 


Prestige Tagging Ideas 
Described by Dennison 


A sample folder of custom-de- 
signed, texture-selected tags for 
prestige products is available from 
Dennison Mfg. Co., Framingham, 
Mass. 

Available on a _ custom-design 
basis only, “Tex-Tur Tags,” can be 
made in fabric, leather, wood-grain, 
pebble, floral, etc., to transmit the 
feel of the product material or any 
other special effect desired. 

+ for more details circle 711, page 127 


New Coding Imprint 
Saves Package Design 
A new invisible coding imprint 


that provides quality control with- 
out marring the package design has 


system less compatible. The old 
timers will retire and a new genera- 
tion of mass distributors will take 
their place. No one will care wheth- 
er we, as individuals, like it or 
not. Decisions will be governed by 
statistics. Logistics will replace 
sentiment. 


> Too many adcrafters are so pre- 
occupied with the details of their 
work that they ignore the tides and 
currents of affairs that effect broad 
market changes. The dinosaur was 
a mighty beast—but he’s out of 
place in the nuclear age. He’s not 
the power plant to pull your wagon. 
Let us, brethren, beware of dino- 
saurs! 44 


been developed by Adolph Gottscho 
Inc., Hillside, N.J. 

The system involves the use of 
a new imprinter “Model 700” Rola- 
printer which is attached to the in- 
feed of a package machinery wrap- 
ping machine. The unit is designed 
to fit in idle space on the wrapping 
machine and accurately places the 
invisible imprint in the same spot 
on each successive package. The 
code-mark can be read by ex- 
posing it to an ultra-violet lamp. 

First application of the system 
was on Whitman Candies. 

Additional information on the 
coding system is available from 
Adolph Gottscho Inc., Hillside 5, 
N.J. 44 


Promotion Labels . . . New labels for 
Aladdin outing kits feature top p.o.p. 
selling with color and action on the 
front cover and product information on 
the inside. Printed on heavy paper, the 
labels are securely attached to the kit 
with o metal ring. 
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Here is a guide to the complex variety of ways 


=>< oe 


of Cold Display Type 


in which headlines can be set without using metal type, 
and how to pick the method that's best for you. 


By Robert B. Konikow 
AR Managing Editor 


Do you ever have to order just a 
word or two of display type? Do 
you ever grow dissatisfied with the 
typefaces available in your com- 
munity? Do you ever wish you 
could do more of your own compo- 
sition? Are you concerned with the 
costs of handset type? If any of 
these questions have bothered you, 
perhaps you should look into the 
wide variety of techniques currently 
available which avoid the use of hot 
metal to come up with type suitable 
for reproduction. 

No single system of typesetting 
will be ideal for every user. Some 
will require too large an investment 
for the potential use; others will be 
too limited in range and variety. 
Others will prove too low in quality, 
or too costly in terms of the time 
needed. Still others will require spe- 
cialized skills that are not available. 

Looking at the many ways of set- 
ting display type, they may be di- 
vided, for systematic study, into a 
limited number of categories: 


® Handlettering 
@ Template lettering 


@ Paste-up, or pre-printed, letter- 
ing 


© Photographic. 


Handlettering . . This is not usu- 
ally thought of as a method of 
setting type, but it can, of course, do 
the same job. Most handlettering, 
however, is not cheap. An expert 
lettering man commands a _ good 
price. He can do more with letters 
and words than any mechanical 
method. He has the feeling of an 
artist for balance and spacing and 
over-all appearance. He can add 
subtle touches that give character 
and individuality to a line of type. 
But you pay for these qualities. 

If you are willing to settle for one 
of the typefaces that is easier to 
draw — such as a simple brush 
stroke — and especially one which 
your lettering man is used to, your 
cost will be lower than if you try to 
get a lettering man to do a face that 
is indistinguishable from foundry 
type. But this isn’t the answer for 
most type buyers. 


Template lettering .. This kind of 
lettering is based on a stencil which 
guides the pen of a relatively un- 
trained draftsman. In its simplest 
form, the template is a piece of plas- 
tic with the letters cut out. The let- 
tering man simply lays the template 
in position, and draws through the 
slots onto the paper. These tem- 
plates, from many manufacturers, 
are available in office supply stores 
and art supply stores, They are in- 


expensive and fairly simple to use, 
but not especially attractive. 

Somewhat more complicated are 
two mechanical lettering devices, 
known as the Varigraph and the 
Leroy. Both use templates in which 
the letters and other symbols are 
engraved, and a special ruling pen. 
With the template in position, a 
stylus traces the shape of the en- 
graved letter, and directs a pen 
which constructs the letter. 

Each of these systems is fairly 
simple to master, and a little con- 
sistent practice will result in in- 
creasing lettering speed and facility. 
There is a tendency, however, for 
the letters to seem mechanical, espe- 
cially with the Leroy, because the 
round nib results in a round, rather 
than a square, ending. The newer 
templates have minimized this effect, 
however. 

Although the system is mechan- 
ical, there is still considerable vari- 
ation in the end result, depending 
on the skill of the operator. This is 
most evident in letter spacing. Here 
is where the judgment of the op- 
erator comes into play. 

The main factors for decision are 
the specific typefaces available, the 
cost for additional templates, and 
the acceptability of the lettering. 
These devices are most useful for 
heads and subheads in material 
whose body copy is in one of the 
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lower-cost cold type methods, and 
where typographical quality is not 
paramount. It is also widely used 
for names on maps, legends and 
names on charts and diagrams, etc. 

It is fast in application, does not 
take up much office space, either in 
use or while in storage, low in cost, 
and can be used by operators with 
little or no art training. 


Pre-printed lettering . . The next 
step up in quality is to get letters 
already printed. These are removed 
from the form in which they are 
distributed, and assembled, usually 
a letter at a time. They take a num- 
ber of forms. 

One of the special varieties, dif- 
ferent from the others, is Fototype, 
which prints each letter on a sepa- 
rate piece of light cardboard. These 
pieces are supplied in a pad, from 
which you tear off one letter at a 
time. These separate pieces are eas- 
ily slipped into a special composing 
stick, which automatically alines 
and spaces them. When the line is 
complete, a piece of tape is applied 
to the backs of the row of letters. 
This permits the letters to be 
trimmed and transferred, as a unit, 
to the layout. 

Another group has all the letters 
of a particular font printed on a sin- 
gle large sheet, either of paper or 
acetate. Here the individual letters 
are cut out with a sharp knife, and 
laid in place. Some are backed with 
a water-soluble’ adhesive; others 
have a pressure sensitive backing. 
There is generally a guide line to 
simplify alinement of the letters, 
although they can, of course, be 
placed in any irregular arrangement 
desired. 

Each manufacturer has his own 
selection of typefaces and of sizes, 
with some adding sheets of special 
symbols, borders, ornaments and 
other aids to making interesting lay- 
outs. Some can furnish letters al- 
ready reversed; others have sheets 
to give letters shading patterns. 
Some companies are prepared to 
print special symbols, trademarks 
or logotypes to your order. 

Among the brands on the market 
are Artype; Clip Book (Harry Volk 
Jr.); Craf-Type (Craftint Mfg. Co.); 
Para-Tipe (Para-Tone); and Quil- 
lo (Advertising Aids). 

Cost is low with these sets, and 
the thin sheets take up almost no 
room. Application is fairly rapid, 
but here again, spacing is a matter 
of individual judgment. Another 
problem with individual letters, of 
both these groups, is the fact that 
the edges may show up in repro- 
duction. With care, this can be han- 
dled, by heavy burnishing or whit- 
ing out of the edges. Under some 
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Want More Information? 


The manufacturers mentioned 
in this article have all prepared 
descriptive brochures, lists of 
faces available, and other in- 
formation. For copies of mate- 
rial on the systems in which 
you are interested, circle the 
appropriate numbers on the 
Readers’ Service Card, p. 127. 


719... Varigraph 
720... Leroy 
aes 

ps - Se 


. . Stik-a-Letter 
. Photon 

. . Fotosetter 

. . Hadego 

. . Filmotype 

. . Foto-Riter 

. . Headliner 

.. Protype 
. Typro 


circumstances, the acetate consti- 
tutes a problem. For example, if the 
lettering is being done to prepare 
color slides, the shiny surface may 
cause some hot spots, or perhaps a 
color shift. 

Collectively, the paste-up letter 
systems offer a wide choice of type- 
face styles. Both familiar standard 
faces and unusual modern hand- 
lettering styles are available. They 
are clean and reproduce well in off- 
set, as well as letterpress. 

A variant on the pre-printed let- 
ter is the die-cut one. These letters, 
of which the leading variety is Stik- 
a-letter, are individually cut from 
colored gummed paper. This elim- 
inates any surround of acetate or 
paper. They are available in several 
colors, but at present, in a limited 
range of faces and sizes. They are 
especially useful for charts and title 
cards for films or slides. 


Photographic . . When we get into 
this group, we find more variation 
in approach and in cost. The range 
of prices runs from $140 to about 
50 times that. It is obvious that such 
a range must include a wide range 
of capacities. 

They break down into two major 
groups, however. The first one, the 
most expensive, we can discuss only 
briefly, since their cost puts them 
out of the reach of all but the large 
buyers of type. Two of them — 
Photon and Intertype Fotosetter — 
were described in some detail in 
“The ABC of Cold Type” (AR 


February). They are both extreme- 
ly versatile, highly mechanized sys- 
tems for setting type. They can 
handle text matter, as well as head- 
lines. They both produce fine, sharp 
copy. Both are in use and both re- 
quire fairly skilled operators. 

In a lower price bracket, but still, 
at about $8500, a substantial invest- 
ment, is ATF’s Hadego Photocom- 
positor. This is a piece of equipment 
that has been developed in the 
Netherlands. It uses a set of plastic 
matrices, on the face of each of 
which a letter is inlaid in white 
against a black background. The 
desired copy is set by hand in a 
special composing stick and is then 
photographed. A complete continu- 
ous range of type sizes can be ob- 
tained with a single size original, 
just by turning a dial. 

However, the Hadego needs a 
skilled compositor. The line is made 
up in basically the same manner as 
if foundry type were being used. 
Because of this, and of its expense, 
the machine is not as yet widely 
used in this country. 


> Leaving these three machines 
aside, we then drop to a group of 
machines whose cost places them 
within range of medium, and even 
small, buyers of composition. Five 
machines are available in this group: 
Filmotype; Foto-Riter (Foto- 
Graphic Products); Headliner 
(Vari-Typer Corp.); Protype (Da- 
vidson Corp.); Typro (Halber 
Corp.). 

In selecting the machine that is 
best in a specific situation, there are 
a number of factors. While each 
manufacturer makes claims, it is 
important to evaluate these. Some 
features are very important to all 
users — quality, for example — 
while others are appealing to only a 
few. Here are some of the things 
you should consider before making 
your selection. 


Cost . . . This isn’t as simple as 
calling up a salesman and asking 
him for the price of the basic unit. 
There are three elements that make 
up true cost: the initial cost of the 
device; the cost of the fonts you will 
need; the cost of producing results. 
A low initial cost can be offset by 
extremely slow production. A fur- 
ther factor is the possible need for 
additional facilities, especially dark 
room space. 


Quality . . . This is very important. 
If you expect to substitute photo- 
lettering for hot type repro proofs, 
you will want to match the quality 
of repros. You may be able to ac- 
cept something not quite as good, 
but be sure you know what you are 
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Exactly what you want in a special sheet 
yours for the asking from Peninsular 
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A SPECTACULAR BALANCING ACT is 
built-into many Peninsular custom or- 
ders to deliver perfection in unusual 
printed jobs. Do you plan to emboss? 

.. accordion fold? ...is economy a 
factor? ... want a special color? ...do 
you need exceptional strength? ... or 
rigidity? . . . or high-speed printabil- 
ity? Whatever your end-use, Peninsular 
is ready and able to custom-tailor a 
sheet to meet every specification. 


LITTLE OR NO EXTRA COST is involved 
in Peninsular Custom Service, and you 
will be amazed at the low minimum 
quantities . . . as little as 2000 pounds 
for regular Peninsular stock items in 
special weights or sizes, or with your 
choice of many special finishes which 
are available... 5000 pounds for most 
made-to-order covers and texts. 


THIS INSERT IS AN EXAMPLE of a 
Peninsular made-to-order sheet. It pro- 
vided the advertiser with the exact color 
desired, a special Peninsular Screen- 
mark finish, and extra kraft content 
for extra strength. There was no cost 
penalty! 


CALL YOUR PENINSULAR MERCHANT 
and see his “Grey Book” of over 1000 
samples of Peninsular’s custom pro- 
duction talent. Just tell him about the 
special job you are planning . . . and 
consider your paper problem valeed, 


PENINSULAR PAPER COMPANY 
YPSILANTI, MICHIGAN 

TUSCAN COVER e ECONOMY COVER e@ ORKID COVER 

@ DUPLEX COVER e BERMUDA DUPLEX e ZAMORA 
COVER @ PAB COVER e TWIN TONE COVER e WOLVERINE 

COVER e ANGELO TEXT eSNOWEAVE COVER AND TEXT 


When you want perfection, call your Peninsular Paper Merchant 








Operating skill required . . . Some 
machines have more automation 
and more judgment built into them. 
Some require considerable skill and 
taste on the part of the operator to 
produce acceptable work; others 
can be handled satisfactorily by a 
quickly-trained clerk. 


Versatility . . . This covers a com- 
bination of qualities. Does the man- 
ufacturer have enough fonts avail- 
able? Can you do different types of 
jobs, or are you limited to just one? 
Can you obtain directly different 
effects? 


> With these factors in mind, let’s 
take a more detailed look at some 
of the machines on the market. 


® Foto-Riter . . . This is the least 
expensive of the photolettering 
equipment, listing at $139.50. The 
alphabets are made up of pieces of 
film, with one character on each. To 
produce a line of lettering, a single 
letter is inserted in a slot in the face 
of the machine, an exposure is made, 
and the film is advanced by turning 
a dial. A number on the negative 
indicates the spacing required. 

When the printing is completed, 
the strip of 35mm paper or film is 
removed and developed in subdued 
light. The result is a strip, contain- 
ing a single line of lettering, which 
is ready for paste-up. Since it is a 
one-to-one printing operation, you 
need a separate set of negatives for 
each type size. Thirty-three faces 
are currently listed by the manu- 
facturer. 


® Protype ... This ingenious sys- 
tem uses a work surface 231” 
square, on which a special kind of 
sensitized paper is placed. The type 
is contained on a group of rectan- 
gular negatives, on which the letters 
are arranged according to frequen- 
cy of use and grouping. 

The negative is placed on the 
track, which is a rule stretching 
across the board, and in position as 
indicated by a spacer, a special de- 
vice. When it is in the desired place, 
an intense light, hung on a flexible 
holder, is brought down over the 
negative, and a 2-second exposure 
made. Meanwhile the spacer is 
shifted to the right position for the 
next letter, so that the negative can 
be placed without delay. 

Since the base paper is not sensi- 
tive to ordinary incandescent light, 
the work can be done without a 
darkroom, including the processing 
of the paper. A simple processing 
tank is available, small enough to 
stand on a desk-side table. 

A different font must be used for 
each type style and size, since this, 
too, is a one-to-one printing proc- 
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“With PROTYPE every character 


is clean and flawless” 


Says Lou Glassheim, President of 
Photocraft Typographers, Inc. 


“We do work for the important agencies and adver- 
tisers in the Detroit area and find ProType the ideal 
photo-composing method. 

“Every character is clean and flawless; reproduc- 
tion is crisp and sharp, whether reduced or enlarged. 
We can set directly in position, properly spaced and 
leaded to fit the layout. No time wasted in stripping 
separate lines. We always have an infinite supply 
of type on hand.” 

Advertiser, agency, art studio, anyone using type, 
find ProType fast, economical and versatile. For 
information write to Mergenthaler Linotype Com- 
pany, 29 Ryerson Street, Brooklyn 5, N. Y. 


PRROYouHA fo RoRis2Rn@RGn 


Put it where They'll See it 


BUT set it so They'll Read it 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
y 
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CUTS TYPE COSTS 
AS MUCH AS 90% 


Save up to 90% over ordinary 
type methods on jobs for off- 
set, zincs or silk screen. 
This entire ad was “set” by 
a stenographer with F ototype 
for heads —body copy typed on 
Justi-T ype Stretchable Paper. 
Write today for free 64-page 
type book showing 300 styles 
and sizes. 


PROFESSIONAL 
LETTERING 
TECHNIQUE 


Write for literature 


The Stik-a-letter Co. Rt. 2 - Box 286, Escondido, Calif 


Get this free folder about a 
creative service to increase sales. ! 


AR’s 22,000 Circulation 
is Hand-Picked 
for Buying Power 


Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment 


supplies. 


Get in AR! 
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ess. More than 25,000 fonts are now 
available. Font prices are $10 up, 
while the printer lists at $395. The 
sensitized material comes as matte 


and glossy papers, and as a trans- 
lucent film. 


© Filmotype .. . In this unit, each 
font is on a strip of film long enough 
to contain all the characters. To 
produce a line of lettering, the reel 
is threaded. A crank quickly brings 
the desired letter into printing posi- 
tion. When it is there, a touch of the 
control lever exposes the letter on 
paper or film, according to which 
has been threaded. Spacing is de- 
termined by referring to a guide 
which accompanies each font. 

An exposed film is removed from 
the machine and put through a sim- 
ple, but separate, developing proc- 
ess. Tints, screened patterns and 
some special effects can be obtained 
by introducing a special negative 
through which the printing is done. 

About 1000 sizes and styles are 
currently available. Most fonts are 
$15, but some of the handlettering 
styles are as high as $21. The basic 
machine lists at $750. 


© Headliner .. . In this unit, which 
lists for $995, the type negatives are 
on a disc, called a typemaster. To 
set a line of type, the desired disc is 
selected, dropped in position over a 
set of pegs, and the lid dropped 
down over the machine. A dial is 
turned until the next letter appears 
in a window, a print key is de- 
pressed, and the next letter is 
brought inte position, automatically 
spaced. 

Development of the image, which 
is on 35mm paper or film, is done 
within the machine. No darkroom is 
needed. Both paper and film are 
now available with pressure-sensi- 
tive backing. 


© Typro ... This unit, like the 
Filmotype, uses a strip of film on a 
reel to carry its negatives. As many 
as 15 fonts may be carried on a 
single reel, which makes shifting 
from one font to another somewhat 
faster. 

To operate, a motor drive brings 
the desired letter in position. Mar- 
ginal notations on the side of the 
strip give spacing directions. Be- 
cause of this, the unit offers a great- 
er ability than others to vary spac- 
ing to improve the appearance of 
lines. 

Development of film can be done 
within the machine, or in a separate 
unit. Approximately 1500 styles and 
sizes, varying from six to 144 points, 
are available. 

The standard machine lists at 
$795. A fully-automatic model, with 
its own cabinet base and develop- 


ment unit, sells for $1095. Attach- 
ments are available separately to 
alter the small model into the larger 
one. 


> This is a highly competitive field, 
and it is important to think care- 
fully before making your choice. 
The initial investment is usually 
high, but once you have made it, 
you are tied to that system for they 
are not interchangeable. 

Study your needs; look at your 
present costs. Balance the advan- 
tages of one machine against its 
disadvantages. For a small volume 
of work, you will probably be better 
off with the pre-printed alphabets. 
Here a comparatively small invest- 
ment is required. 

As your volume increases, then 
consider one of the photocomposi- 
tion machines. Look at them all; try 
them yourself. Set yourself a group 
of typical assignments, and see how 
they are carried out-on each of the 
units. 

Most of the more expensive ma- 
chines are available on a rental 
basis, so you can safely try them 
out under actual working conditions 
before making your final decision. 

There are thousands of these ma- 
chines, in art studios, in printers 
plants, in advertising agencies and 
advertising departments. They are 
doing fine work, and you see the 
results in many places, without rec- 
ognizing them for anything but what 
they really are — fine typography.‘ 4 


Italy, Germany, England .. . 


Foreign Types Featured 
In Current Showings 


Typefaces from abroad are finding 
their way to this country in ever 
increasing quantities. Those listed 
here—all from foreign foundries— 
are available through U. S. distribu- 


tors. 


Types From 


A booklet display- 
West Berlin 


ing Standard in 
various weights has 
been issued by Amsterdam Con- 
tinental Types & Graphic Equip- 
ment, New York. Standard, pro- 
duced by Berthold Type Foundry 
in Berlin, West Germany, is dis- 
tributed here by Amsterdam. 


Standard 


The various Standards displayed 
include light, light condensed, stand- 
ard, medium, bold, extralight ex- 
tended, light extended, extended, 
condensed, medium condensed and 











bold condensed. Sample lines are 
shown in all available sizes in both 
caps and lower case. Sizes start at 
6 or 8 point and go up to various 
display sizes from 24 to 72, depend- 
ing on the weight. 

A new member of the Standard 
series—extrabold condensed—is in 
preparation and will be available 
from 8 to 60 point sizes. 


City Medium 


Folders have been issued by Am- 
sterdam covering two other Berthold 
faces—City (in light, medium and 
bold) and Regina. City Light is 
shown in display lines in sizes from 
6 to 30 points. City Medium is dis- 
played in from 8 to 48 point sizes 
and the bold version comes in sizes 


v 
REGINA 
from 12 to 24 points. Regina, a 
shaded outline type, comes in upper 
case only in 30, 36, 48 and 60 point 


sizes. 
- + for more details circle 736, page 127 


Torino and Two types from 
Fontanesi Italy—Fontanesi 

and Torino—also 
are displayed in folders available 
through Amsterdam Continental 
Types & Graphic Equipment, the 
American distributor. They are 
from Nebiolo type foundry in Turin. 


Torino roman 


Torino, in both roman and italic, 
comes in sizes from 8 to 48 points. 
Specimen lines are given in each 
size in both upper and lower case. 
Complete alphabets, points and nu- 
merals are shown in both roman 
and italic but in one size only. 


FONTANESI 


The Fontanesi folder presents this 
very ornamental display type in 
sizes from 12 to 60 point. The com- 
plete alphabet and numerals are 
shown in the 30 point size only. 

- for more details circle 737, page 127 











Faces From From England, 
England Stephenson, Blake 

& Co. Sheffield, 
has made available specimens of 





Mercury, Bold Latin and Keyboard. 





Quantities of 
Cold Display Type 


are set most economically by 
the Fotosetter/Warwick method 


For the past 8 years many hundreds of 
advertisers all over the nation have been 
using the Fotosetter/ Warwick method of 
setting display and body copy. Finest 
quality and fastest service available for 
sales and advertising presentations, book- 
lets, folders and all other advertising. 

If you have never used Fotosetter/ 
Warwick composition you'll be surprised 
to learn of its many advantages. 

The superb quality plus the advantages 
of increased flexibility make it a valuable 
tool you can really use. If you need photo 
repros for pasteup, film for platemaking, 
large type or small, a little or a lot, you 
can have them the Fotosetter/ Warwick 
way. 

For more information on how this new 
method can serve you, write or phone us. 
Warwick Typographers, Inc., 920 Wash- 
ington Ave., St. Louis 1, Mo. 


Send for Free Photographic Type Book 


Big 12”x 92” working manual. Contains all Fotosetter faces 
plus Headliners and Flexset samples. Your letterhead 
request brings it to you at no obligation. Write Dept. 3 today! 


“SBSSSESSRESSESSSESSESE SES EEE SESE eeeeee 


5 TIPS TO CUT DISPLAY TYPE COSTS: 


Compose as much copy as you can your- 5 
olf . . . set copy in the sizé you want 
irectly (reduce the need for ‘stats) .. . 
se equipment that gives you fine typog- 
raphy (eliminate the need for remakes, 
*reproofing, cutting, pasting) . . . compose 
scopy in blocks where possible (and avoid 
: aligning and pasting bits and pieces). 
5 Only the power driven Typro gives you all 
sthese savings. Get the whole story. Halber 
= Corp., 4151 W. Montrose Ave., Chicago 41, 
o i. 
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= 144 Pt. for less than 2c per word. 


New 1959 Edition 


it type 


IN SECONDS! 


Tens of thousands of artis 

ad men, printers, editors an 

students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct .. . only 10.00 


HABERULE 


BOX AR-245 + WILTON + CONN, 


July 1959 + @y + 113 





Caiculators 
for faster answers ... and sales 


Graphic Calculators give quick answers to 

problems that slow down sales. Even complex 

calculations become simple and fast. For example, the 

calculator illustrated shows refrigeration required for 

air conditioning each of 21 building types under a CALCULATOR 


; Btn . COMPANY 
wide range of climatic conditions, 633 Plymouth Court 


Chicago 5, Illinois 
FREE SAMPLES: A note on. your company letterhead . 
will bring you sample Graphic Calculators and full information 525 E. 8lst Street 
on how to harness their sales power. New York 28, N.Y. 


%* visual power 


GiVe YOUR ADS A TOP VP" RATING 


Ads and printed pieces appeal almost 
exclusively to the eyes and what better 
way to assure that appeal than a set- 
ting by SERVICE Typographers. Care 
and craftsmanship go into every as- 
signment. Type buyers will see the 
difference . . . customers and pros- 
pects will act on it. 


CALL SERVICE TODAY AND PUT SOME vP# 
INTO YOUR ADS AND LITERATURE. 


SERVICE typographers, inc. 


723 S. WELLS ST. CHICAGO 7,!ILL. HArrison 7-8560 
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Mercury, a script type which also 
comes in Mercury Light, is dis- 
played in alphabets in sizes from 14 
to 48 points. It comes in caps as well 
as lower case. 


Bold Latin 


A specimen sheet of Bold Latin 
features sample showings in sizes 
from 5 to 48 points. Contrasted to 


hevhoard 


this heavy face is Keyboard, a slen- 
der, graceful type. It is available in 
all sizes up to 84 point. It also comes, 
in the same sizes, in Keyboard Light. 
Stephenson, Blake’s U. S. distribu- 
tor is American Wood Type Manu- 
facturing Co., Long Island City, 
N. Y. 


+ for more details circle 738, page 127 


Varigraph Catalog 
Features New Faces 


Six new lettering styles are in- 
cluded in Varigraph Co.’s 40-page 
catalog displaying over 70 faces of 
Varigraph templets for lettering 
artists. Several new accessories for 
the Varigraph lettering instrument 
are also included. 

The Varigraph can produce a va- 
riety of point sizes from one tem- 
plet since a simple dial arrange- 
ment adjusts the machine for large, 
small, condensed or extended let- 
tering. 

The 20 pages devoted to displays 
of templet faces include complete 
alphabets, in both upper and lower 
case when available, as well as fig- 
ures and symbols. 

+ for more details circle 739, page 127 


Brochure Discusses 
Brochure Designing 


Peter Mehlich Organization, New 
York specialist in the design and 
production of corporate literature, 
has issued a brochure devoted to its 
own standards and services. It is 
available upon request. 

The brochure is lavishly illus- 
trated, several of the illustrations 
appearing in full color. An interest- 
ing feature is the cover. Cover stock 
is a subdued gray-green completely 
without printing. The Mehlich 
trademark embossed, but not 
printed, in the center of the cover is 
the only identification. 

+ » for more details circle 740, page 127 
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Outdoor Coverage . . . Three television cameras, one on 50’ 


high platform in center, and two on portable platforms car- 


ried around on fork-lift trucks, cover work of Ford equipment. 
Images are taped in mobile studio built into Ampex bus (left) 


Closed-Circuit TV on the Farm 


To show dealers its new line, 
Ford’s agricultural division put 
on a television show, and made 
history with the first commercial 
use of a tape recording studio 
on wheels. 


By Betty Aulenbach 


There’s no better way to intro- 
duce a new product line than to 
demonstrate it in action. In the case 
of Ford Motor Co.’s Tractor and 
Implement Division, that would 
have involved using a whole farm 
as the setting. 

So Ford planted one. Then, be- 
cause it would have been difficult 
to get 20,000 dealers, customers and 
prospects to travel to Yuma, Ariz., 
for the showing, the entire demon- 
stration was telecast over closed- 
circuit tv. 


> The occasion for the tv demon- 
stration was the introduction of 
Ford’s 1959 line of tractors and 
other farm implements. The tele- 


cast was beamed to 2,600 dealers 
and their guests located in 30 cities 
across the country. Thus, instead 
of each dealer having to arrange his 
own field demonstration, he could 
invite customers and prospects to 
the local viewing center and there 
introduce them, via video, to Ford’s 
new line, in operation and under 
ideal conditions. 

Although the 90-minute produc- 
tion was planned well in advance, 
late autumn is no time to plant a 
complete farm, ideally suited to the 
required operations, and have it 
ready for harvest by early February. 

Or is it? 


> Ford found a way. But it required 
planting the crops in an area that 
would be subject to continuous 
sunshine. A suitable farm of 58 
acres was selected in Yuma. Latest 
scientific soil preparation informa- 
tion was obtained. The land was 
refloated and leveled for irrigation 
so that each plot could be indi- 
vidually flooded. It was determined 
that lettuce, alfalfa, cantaloupe and 
barley would mature by early Feb- 
ruary. But corn was a problem. 


Even by supplementing nature’s 
work with the latest in scientific 
crop growing, the corn was not 
likely to be very tall by the time 
the speedier crops were full grown. 
Yet there was a solution to this 
problem, too. 

A huge “hothouse” tent of poly- 
ethylene film was constructed above 
the seed rows and equipped with 
high powered lights to lengthen the 
growing day. The result: 12 rows 
of corn, 285’ long, broke all growth 
records. With artificial conditions 
of light, heat and humidity — plus 
modern irrigation — the corn grew 
in 70 days to the same height as 
midwestern summer corn reaches 
in 120 days. There was even one 
period during which the corn grew 
at the rate of three inches a day. 


> While Ford was growing tall corn 
on a stretch of Arizona desert, other 
plans for the big show were taking 
place in the studios of Haford Ker- 
bawy & Co., Detroit film producer. 

The “live” portion of the tv spec- 
tacular was to be beamed from 
Burbank, Cal. Arrangements were 
made with National Broadcasting 
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BOARDMASTER VISUAL CONTROL 


*% Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


*% Simple to operate — Type or Write on 
Cards, Snap in Grooves 


*% Ideal for Production, Traffic, inventory, 
nae Saies, Etc. 


* Made Metal Compact and Aftractive. 
Over 350,000 in Use 


Full price $4.95° with cards 


FREE 24-PAGE BOOKLET NO. R-300 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 


CUSTOM UFACTURED 


RS 
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A 
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a STNCE ) 
pS 
——s —— 
FOR 
CATALOGS «SALES PRESENTATIONS 


LOOSE LEAF BINDERS*SAMPLE BOOKS 
SALES MANUALS «SERVICE MANUALS 


id S. K. Abell het 


7 WN WESTERN AVE 


bLAD 


Who can print it? 

Your screen processor of course! 
He will even print your 
glass backwards! 

Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE * SPPA 
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Hollywood Link 
Part of the show 
came from a farm 
built in a Califor- 
nia sound stage. 


Co. for technical personnel and 
studio time. Comedian Herb Shriner 
and a singing-dancing cast were 
hired to add a light touch to the 
proceedings. Also from Burbank 
would be telecast speeches and 
comments by Ford tractor execu- 
tives. A special seven minute film 
featuring Henry Ford II, president 
of Ford Motor Co., and Ernest 
Breech, chairman of the board, was 
to be telecast to each outlet pre- 
ceeding the Burbank presentation. 

A total of 8,200 miles of American 
Telephone & Telegraph lines had to 
be reserved for the 31l-city opera- 
tion. And, by the way, how was 
that corn coming? 


> Some thought was given, orig- 
inally, to the possibility of picking 
up “live” the Yuma portion of the 
program. But it became apparent 
that this was risky business. First 
of all, there. was the unpredictable 
factor of weather. In addition, there 
was always the possibility of equip- 
ment failure or its misuse. Line 
failure, too, was not impossible and 
cut-in problems over so long a dis- 
tance could always develop. 

Fortunately, the film studio was 
aware of the progress that Ampex 
Corp., Redwood City, Cal. manufac- 
turer of magnetic tape recorders, 
had been making with its new mo- 
bile video tape unit. Such a unit 
might solve Ford’s problem. 

When Ampex was approached 
with the proposition, company man- 
agement showed such great interest 
that they moved up the date of 
production of their then incom- 
pleted mobile unit. 

The mobile unit was engaged and 
taken to the Yuma location. There 
three tv cameras with telephoto 
lenses were mounted on towers 
varying in height from 20 to 50 
where they shot the 45 new tractors 


and 112 farm implements in action. 
The cameras filmed the entire dem- 
onstration without incident and the 
tape was flown to the West Coast 
to be integrated, at the proper time, 
with the live portion of the show. 


> Prior to the introduction of the 
mobile video tape unit, the Yuma 
demonstration would have been put 
on motion picture film, sent to a 
laboratory for processing and then 
edited. Not only a time-consuming 
operation, this method would have 
necessitated reshooting a sequence 
a couple of days later if it failed 
the test after processing. 

The video tape allowed studio 
personnel to play back their shots 
instantly. Retakes could be made 
immediately — while equipment 
was still set up. According to 
Haford Kerbawy, head of the film 
organization, video tape also gives 
far better reproduction than does 
film. 

Hence, Ford’s show was the oc- 
casion for two “firsts” in two sep- 
arate and seemingly unrelated 
industries. For Ford, the event 
marked the first time a manufac- 
turer had used closed-circut tele- 


Corn on the Way . . . Corn, never grown 
in this part of Arizona, was given spe- 
cial cover and irrigation to get it to fine 
height by show time. 





Ford Motor Co.’s tall Arizona 
corn, tricked into growing at nearly 
twice its normal rate, may have 
looked and smelled like Iowa’s best. 
But members of the local press, on 
hand for the harvest, could tell 
another story. Especially the hungry 
ones. 

The newsmen had been invited 
out to the Yuma farm as a p.r. ges- 
ture. Ford, in arranging the press 
conference, decided — as a touch 
of added hospitality — to serve din- 
ner made from the newly harvested 
vegetables. 

Happily, some cautious cook hap- 
pened to taste the dinner before it 
was served. 

It seems that the corn, in grow- 
ing so fast, had overworked itself. 
The flavor was terrible. The rest of 
the vegetables weren’t any better. 

Dinner was hastily cancelled. 


vision to introduce a new line of 
farm equipment. For Ampex, the 
production represented the first 
commercial use of the new mobile 
video tape unit. 


> As an indication of the close 
timing possible with the mobile 
unit, the Yuma demonstration was 
taped on January 28 and was all 
set for telecast on February 3. 

To tie the Yuma and Burbank 
portions of the show together, off- 
screen narrators were employed to 
handle the cut-ins. The cut-ins 


were taped in advance at the Yuma 
farm. 


> Reaction to the presentation from 
farmers, dealers and distributors 
was enthusiastic without exception, 
according to Merritt D. Hill, gen- 
eral manager of Ford’s Tractor & 
Implement Division. 

“It was,” he said, “the most en- 
thusiastic reception of a tractor line 
I have ever seen. We were de- 
lighted with the response and feel 
convinced it will give us a big head 
start on competition.” 44 


Slidefilms in Industry 
Covered by New One 


The many uses of sound filmstrips 
in American business is the subject 
of a new color filmstrip from Trans- 
film Inc., New York. 

Entitled “Sales Report—Z er o,” 
the film incorporates excerpts from 
successful filmstrips now in use in 
the fields of manufacturing, food, 
insurance, textiles, chemicals, pe- 
troleum, advertising and publishing. 

In addition, it covers the me- 


It’s That Big! . . . Lively scene from 
“Sales Report . . . Zero’ illustrates the 
value of a filmstrip in demonstrating 
an unusual product. 


dium’s versatility by illustrating 
specific examples of actual use, and 
gives an explanation of the film- 
strip’s production process by begin- 
ning with an outline and following 
through research, treatment, script, 
storyboard, recording, finished art 
or photography, etc. 

The filmstrip is 12 minutes long 
and is available from Slidefilm Div., 
Transfilm Inc., 35 W. 45th St., New 
York 36. 44 


Remote Control Projector 
Gives Movie-Size View 


A new remote control unit that 
gives movie-size television recep- 
tion has been introduced by Giant- 
View Electronics, Ferndale, Mich. 

The remote projection unit 
weighs just 25 pounds; measures 
16x16x22” and projects a tv picture 
up to 12x15’ on a theater type flat 
screen. Resolution of the picture is 
reported to be more than 500 lines. 

It can be suspended from the 
ceiling, mounted on a vertical col- 
umn or placed on a table or chair. 
Remote controls, receiving system, 
sound, etc., are in a cabinet which 
may be plugged in as much as 100’ 
away. 

The system can be used for either 
regular station telecasts or closed 
circuit programs. 

It operates on a standard 110 volt 
outlet, and may be operated in 
subdued light. It can be adapted 
for UHF reception. 

Complete information is available 
from GiantView Electronics, Div., 
Meilink Steel Co., 901 Livernois, 
Ferndale 20, Mich. 44 


Revived Festival 
Produces Winners 


More than 40 16mm films re- 
ceived blue ribbon awards in the 
recent American Film Festival 
sponsored by the Educational Film 
Library Assn. Approximately 450 


films and filmstrips were entered in 
the 34 categories, of which 250 films 
and 75 filmstrips were shown in 
concurrent sessions to panels of 
judges. 

While 14 of the winning films 
were sponsored by business, some 
of them were entered in such cate- 
gories as Geography and Travel, 
and were promotional only in a 
long-range sense. In the categories 
most closely related to the interests 
of AR readers, the following pro- 
ductions were honored: 


® The Wonderful World of Wash 
*n Wear, produced by the Jim 
Handy Organization for the Whirl- 
pool Corp. 


© Dial the Miles, produced by 
Frank Willard Productions for 
Southern Bell Telephone Co. 


@ Fire and the Wheel, produced by 
Parthenon Pictures for Socony Mo- 
bil Oil Co.; distributed by Modern 
Talking Picture Service. 


@ Blasting Vibrations: Cause and 
Effect, produced by Farrell & Gage 
Films for Hercules Powder Co. 


© The Voice of Your Business, pro- 
duced by John Sutherland Produc- 
tions for the American Telephone 
and Telegraph Co. 


The festival, which ran four days, 
replaced the Golden Reel Competi- 
tions, which had been sponsored 
by the late Film Council of Amer- 
ica. Reception to its revival was so 
great that plans for next year are 
already being laid. 44 


Executive Chart Offers 
Changeable Feature 


A wall chart with styling dis- 
tinctive enough to be hung in the 
president’s office has been de- 
veloped by The Chartmakers Inc., 
New York. 

Made of a walnut panel against 
a black lacquer base, the “Execu- 
flex” is permanent but designed for 
quick changes and “updating.” 

The unit measures 28x40” and 
has pressure-sensitive letters, num- 
bers and charting components that 
can be removed quickly. 

It is available with three types of 
materials for: 


1. graph or curve chart for show- 
ing sales or business trends 

2. bar charts for comparative fig- 
ures on any objects. 

3. organizational chart. 


Special sizes and finishes can be 
obtained. List price for standard 
model is $87.50. 

A folder is available. 


+ «+ « for more details circle 716, page 127 
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By Allen Sommers 


Did you ever wake up in the 
morning, barely drag both feet out 
of bed, head for a cup of steaming 
hot java ... and then listen to a 
commercial breaking into smooth 
music on the radio that jolts you 
awake? 

Well, I did. 

I was waiting for a weather re- 
port. The weather was uncertain. 
But after the commercial, I frank- 
ly didn’t give a darn. For the first 
time a local bank decided upon a 
different approach in its advertis- 
ing, and even though it shocked me 
somewhat, it was impressive. The 
bank—staid, 176-year-old First 
Pennsylvania Bank & Trust Co.— 
Philadelphia’s first, realized that 
most bank commercials on the air 
sound alike. Mrs. Esther Krewson, 
assistant vice president and adver- 
tising manager, explained that if 
her bank was to use radio, “we 
ought to have something that peo- 
ple would listen to, not just an- 
other message.” 


> The first thought was a singing 
commercial, but other banks have 
been using them for some time. 
That was discarded. 

Finally, working with her agency, 
N. W. Ayer & Son, an idea for an 
off-beat series was evolved. It was 
something listeners might not like, 
but would listen to. Six commer- 
cials emerged, featuring an ordi- 
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How to Sell 
Money by Radio 


A dignified old bank is probably the last organiza- 
tion you would expect to crack jokes about money, 
but did you ever hear the First Philadelphia? 


nary man, an interior decorator 
named Miss Chitter-Chatter, a 
gushy female named Cornelia, and 
a character named Joe Rugged— 
plus a jingle. 

Jack Whitaker, a WCAU an- 
nouncer who was telecasting a 
First Pennsylvania-sponsored tv 
news show, was chosen to deliver 
the “straight” part of the message 
to give the series continuity. A six- 
months saturation schedule was set 
up as of April 1, 1958. The reaction 
was so favorable, the schedule was 
continued through the end of 1958 
and into 1959. 


> Here is the commercial that would 
wake up any sleepwalker: (Heavy, 
husky voice) “Man, am I a man!” 
the voice called out. “Tattoo on my 
hand .... patch on my eye.... 
sunburn .. .. ropeburn . . man, 
am I rugged! That’s why I go for 
the manlier money that you can 
borrow from First Pennsylvania. So 
useful . . . . lighting pipes... . 
cleaning shotguns... . all those real 
manly things. If you want a man’s 
money, get a loan from First Penn- 
sylvania. How about that, Jack 
Whitaker?” 


® The “interior decorator” comes 
in later in the day: “Goes so beau- 
tifully with any decorating scheme 
and yet it costs no more... (it) 
adds a warm, friendly touch to any 
home!” 


e “Every bill is printed on both 


sides in cool, lettuce green and crisp 
fiscal grey .... and you can spend it 
anywhere.” 


e “First Pennsylvania money comes 
direct from mint to you with. all 
that locked-in freshness .. . . Old- 
fashioned goodness in every bill 

. and a picture of Philadelphia’s 
own Benjamin Franklin on every 


hundred dollar bill.” 


e “A few ideas for improving your 
home with a First Pennsylvania 
loan. A new dog house ... . $50 
.... anew dog house for good old 
Dad .... $10.” 


e “Just wait till you sample the 
money that First Pennsylvania pro- 
vides . . . . With its crispy, old- 
fashioned goodness . . . . its de- 
lightful hint of the mint ... . it’s 
the monier money! And remember, 
First Pennsylvania money is guar- 
anteed not to irritate sensitive skin.” 


> Some of the bank’s customers 
felt the commercials were not in 
keeping with the dignity of the na- 
tion’s first commercial bank. Some 
of the older employes frankly were 
shocked. 

But the bank found the public 
evidently liked the irritation type 
of commercial. The bank’s personal 
loan business is booming. And that 
is the only department plugged. 

Copy credit goes to Gene Gold- 
smith of Ayer’s copy department. 
Howard Plummer did the jingle. 4‘ 
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Easy Out . . . A hydraulic tailgate makes it easy to move the 


When Exhibits 


Visit Visitors 


To reach more people with its displays, 
General Electric packed its exhibit of 
jet engines in a truck and visited its pros- 


pieces in and out. The exhibit elements ride in the truck with- 
out crating, and the truck itself can serve as the exhibit hall 


where the potential audience is small. 


By John Ryan and Ralph Heuman 
Small Aircraft Engine Department 
General Electric Company 


Back in early 1956, General 
Electric’s Small Aircraft Engine 
Department decided to solve the 
ever-increasing problem of indus- 
trial show participation and costs. 
That year our plans called for us 
to participate in 19 shows and 
displays in order to cover our mar- 
ket adequately. As interest mounted 
in our new products and applica- 
tions steadily increased, we realized 
that we would be required to par- 
ticipate in approximately 50 shows 
by 1958 to ensure the necessary 
market coverage. With show budg- 
ets averaging about $2,000 each, it 
was out of the question for us to 
hope for such a huge budget, plus 
several additional personnel, in or- 
der to cover our 1958 exhibit and 
display activities. 

We solved this problem by dras- 
tically curtailing our industrial 
show activities and investing part 
of the savings in a mobile van 
program — a program unique in 
the aircraft engine industry. This 
program has not vastly increased 
the total number of customers now 
able to view our products, but has 
enabled us to reduce our cost per 
viewer by more than 400% since 
1956. 


> Small aircraft gas turbine engines 
are bought primarily by the mili- 


tary services, although the airframe 
manufacturers play a vital role in 
the ultimate selection of a power- 
plant. In the commercial business, 
the airlines and operators are also 
key customers. In addition, avia- 
tion-type small gas turbines are 
ideal power plants for many in- 
dustrial, marine, and ground power 
applications. 

This represents quite a diverse 
market for our engines. Although 
concentrated more heavily in cer- 
tain areas of the country than in 
others, customers and potential cus- 
tomers alike range from New York 
to California, from Wisconsin to 
Florida and Texas. 


> Some of the unique advantages of 
our small engines are their rela- 
tively small size and light weight, 


Single Unit 
Specially-fitted 

body holds exhibit 
without crates. 
Spotlight on company 
monogram behind cab 
attracts attention 
during night drives. 


pects and their people. 


their high-power output considered. 
Our 1050 H.P. T58 turboshaft en- 
gine, for example, is only 55’ long, 
16” in diameter, and weighs but 
271 pounds. Despite the fact that 
our customers receive drawings and 
detailed information on these en- 
gines long before we can show 
them publicly (due to military se- 
curity classifications in early stages 
of development), many customers 
are amazed at the relatively small 
size of these powerful engines. The 
most frequent comments are, “I 
didn’t realize that it was that 
small,” or “Is this a scale model or 
an actual engine?” 

Exhibits and displays, therefore, 
play an important role in exhibit- 
ing to customers and potential cus- 
tomers, many of them for the first 
time, our product as well as its 
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advanced engineering features. We 
have effectively accomplished the 
engineering features role by cut- 
ting away part of the engine, paint- 
ing and chrome-plating the operat- 
ing parts, and in general animating 
them as much as possible so that a 
viewer can actually operate the 
engine and observe its rotating 
parts. 

In the early stages of our busi- 
ness, we attempted to reach our 
market by trade show participation, 
but in addition to discovering the 
huge amount of money required for 
this medium, we found that we 
were not obtaining the necessary 
coverage at these shows by the 
second and third echelon of mili- 
tary personnel. In addition, air- 
frame companies send only a lim- 
ited number of representatives to 
trade shows, and you end up vying 
for a small portion of their time 
along with dozens of other ex- 
hibitors. 


> Taking a closer look at the cus- 
tomers we needed to contact, we 
decided that the best approach was 
to take the product to the customer 
much the same as the “drummer” 
of the 1800’s. Since our products 
were too large to fit into a sample 
case, we realized we needed a mo- 
bile vehicle to accomplish this end. 
We selected a standard Ford F-700 
cab-over-engine model having a 
closed-van body, meeting all ICC 
and state requirements. This ve- 
hicle was painted with our com- 
pany colors, using a modernistic 
design. 

The display equipment consisted 
of a T58 turboshaft engine cutaway 
and 20’ of modular background 
material, formerly used in our 
trade shows. Since the closed-van 
body of the truck made one huge 
shipping crate, we discovered that 
it was unnecessary to construct 
or utilize crates for each display 
unit. Savings in crate costs alone 
amounted to $1,500 a year! 

Since this was an experiment, we 
decided to lease, rather than buy, 
a vehicle. We discovered that the 
cost of the truck lease for an en- 
tire year was about equal to the 
cost of a single industrial show. 
With a mobile display, we are able 
to have our sales engineers contact 
the customer in advance for a date 
to show our engines in his plant, 
office, cafeteria, shop, or hangar. 

Show dates range from one day 
to one week per customer location, 
depending on type of customer, 
plant size, and the number of em- 
ployes the customer desired to 
view our new products. We have 
exhibited the engines to almost 
every employe in larger companies 
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Compact . . . The cutaway engine, skirts 
and all, is small enough to roll into ordi- 
nary passenger elevator. 


in a one-week stop-over. 

In other large companies, we 
have shown the engine to a select 
group of decision-making engi- 
neers and management people in a 
conference room, while the back- 
ground material was on display in 
the plant cafeteria or shop area for 
the employes to view. We have 
visited potential customers in small 
plants with few employes, and on 
such occasions we open the back 
of the truck and roll the engine out 
to a conference area for our pres- 
entation to the management. The 
employes are able to view the 
background and related display 
material by ascending an aircraft 
stair at the tailgate. Obviously the 
van then becomes a showroom. 


> In 1958 our mobile van covered 
approximately 19,000 miles, setting 
up at 63 different plant locations, 
plus 18 separate military locations. 
En route we were able to fill four 
Armed Forces day and week re- 
quests, as well as five industrial 
trade shows. No, we did not give up 
the industrial show entirely! We 
evaluated and selected the major 
events where participation was al- 
most mandatory because of our 
position in the business. 

We were able to reduce our 
previous show costs with this dis- 
play by scheduling the tour in an 
area where the show was to open. 
We saved on shipping charges, in- 
surance, warehouse fees, etc., that 
formerly cost us more than the 
show space rental. 


>In addition to using the mobile 
display as a sales tool, we have 
found it most effective in the edu- 
cational field, judged hy the 


number of requests that we receive 
from engineering and _ aviation 
schools. Our display technician re- 
ports that each time the unit is 
set up in this type facility, many 
students photograph it and re- 
quest additional information so that 
they may use it in these they are 
preparing on gas turbines, heli- 
copters, or air-breathing missiles. 
As long as we are on the road, and 
these occasional college or trade 
school stops are compatible with 
our customer schedule, we are only 
too pleased to fill this type of re- 
quest. Again, the cost is negligible. 


> The effectivenes of this program 
is easily measured via customer’s 
comments and letters to our man- 
agement people. During the eight 
months that the tour is under way, 
not a week goes by that we do not 
receive from one to a half dozen 
letters directly from the customers, 
or our own district sales staff 
people, lauding the program. Such 
fine comments are heartening to 
everyone, from the display techni- 
cian to the general manager. ‘4 4 


Folder Suggests 50th 
State Display Ideas 


A variety of display ideas for Ha- 
waiian promotions is illustrated in a 
folder from Orchids of Hawaii Inc., 
New York. 

Materials described and shown in 
the folder range from the famed 
“Orchids of Hawaii” to Luau Kits to 
artificial palm trees. 

Prices and complete specifications 
are included for each item listed in 
the Hawaiian folder. 

+ + « for more details circle 712, page 127 


Exhibit Package Service 
Covered in Brochure 


A complete exhibit package serv- 
ice is outlined in a four-page bro- 
chure from Industrial Displays Inc., 
New York. 

Covering the full range of exhibit 
services offered by this company, 
the exhibit package includes every- 
thing from preliminary planning to 
installation and arrangements of 
show personnel to re-packing and 
shipping. In addition, the unusual 
collateral services of providing en- 
tertainment, promotion and mer- 
chandising are available in the 
package. 

Exhibit designs shown in the 
folder range from table-tops to road 
shows. 

+ for more details circle 713, page 127 
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When something goes wrong at 
@ meeting, somebody will turn 
to the organizer and ask ‘‘Why 
didn’t you think of that?’’ Here 
are the somethings you must 
think about. 


By John James 


Are you charged with all, or any 
part, of a convention or meeting? 
Then watch the little seemingly un- 
important details. When overlooked, 
these can be as annoying as gnats 
at a picnic. 

Everyone worries about the big 
things . . . the program, the conven- 
tion city and hotel, the keynote 
speaker. But the little things are 
often ignored until it is too late. 
“Look, Tutwiller,” they then fume, 
“you should’ve thought of that!” 

Here are a few of the things “you 
should’ve thought of.” 


Who Introduces the Speakers .. 
This should be settled in advance 
of the meeting. One man may make 
all the introductions, or several 
people may be involved. Once this 
has been decided, each introducing 
speaker should be furnished with 
a list of the speakers he will intro- 
duce along with the time and place 
in the program. 


Aids for Speakers Who Intro- 
duce Speakers . . Furnish each 
man who will make introductions 
with a folder or Q-card with in- 
formation about the speaker. This 
should consist of biographical ma- 
terial, the speaker’s time and place 
in the program, his subject, and 
above all, a key for the pronuncia- 
tion of difficult names. 


Requests for Biographical Data 
from Speakers .. It is amazing 
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how inaccurate even close busi- 
ness associates can be when intro- 
ducing a speaker. And often em- 
barrassing. So give the speaker a 
chance to say what he wants about 
himself by requesting biographical 
data well in advance of the meet- 
ing. This request can be in the form 
of a single sheet with spaces for 
name, company, office address, title 
and job description, education, un- 
usual experiences, and hobbies. 
Such material will also help to 


keep press releases accurate. 


Equipment Check List for Pro- 
gram Speakers .. Along with the 
request for biographical data, mail 
a checklist of props and equipment 
that the speaker will need at the 
meeting. This too can be a single 
sheet of paper with a list of mate- 
rials to be checked. Some things to 
include are: 


Projectors:— 35mm Slide 
Lantern Slide 
Overhead 5x5 or 10x10 
Slidefilm — Sound — 
Manual or Automatic 
Silent 
16mm Motion — Sound 
—Optical or Magnetic 
Silent 
Stereo 
Special 


chairs, tables, back- 
ground screens, easels, 
blackboards, flannel- 
boards, pointers, port- 
able microphone, sound 
equipment — records or 
tape, special props. 


what kind of cue system 
wanted for lights and 
projector. 


: A Good Meeting 
: Depends on Details 


Master List of Equipment .. 
From the above, prepare a master 
list of props and equipment, and 
where and when it is needed. As- 
sign one person to take responsibili- 
ty for this part of the program. Al- 
most every piece of equipment you 
need can be rented in large cities. 
For one listing of sources, get the 
NAVA Trade Directory from the 
Natl. Audio-Visual Assn., Fairfax, 
Va. Hotels are able to furnish lights, 
screens, and many props. Ask them 
what they have available. Reserve 
all equipment well in advance of 
the meeting date. Also arrange for 
projectionists, stagehands, and elec- 
tricians. Ask the hotel, or someone 
familiar with local situations, about 
union regulations. In some loca- 
tions it will be necessary to use 
union service personnel. Where this 
is required, do so. 


Establish a Gratuity Budget. . 
This is important for smooth meet- 
ings. And when tipping, be sure to 
include the hotel electrician and/or 
maintenance engineer. Ask them to 
make sure the electrical fuses are 
all right. It pays. More than one 
meeting has been interrupted by 
“blown fuses.” 


Get the House Lights Straight- 
ened Out .. Assign someone to 
handle this detail. Not taking care 
of this in time has caused more 
meeting confusion than any other 
single item. For example, in one 
hotel, the switch controlling the 
lights in a room where slides were 
being projected was in another ball- 
room. In another case, lights were 
on separate switches, and the man 
handling them had to have a di- 
agram of what switches were to be 
pushed up or down . . . and when. 





A wrong switch would cut off the 
projector or the sound system. In 
another case, the only way the room 
could be darkened without cutting 
the power to the projector was to 
physically remove some of the light 
bulbs in advance of the meeting. 

Along this same line, find out well 
in advance whether the electrical 
current is AC or DC. Some equip- 
ment will not operate on DC. Also 
check where electrical outlets are 
located, and be sure your extension 
will reach the projector or other 
electrical equipment. 


Arrange for Shipping, Receiv- 
ing, and Wrapping .. Arrange 
with the hotel to accept shipment 
of packages and to store them. Ad- 
vise speakers and suppliers where 
props and equipment should be 
shipped, and to whom they should 
be directed. Take care of wrapping 
and return after the meeting. 


Settle All Extra Service Details 
with the Hotel . . If people come 
from outside of hotel, are coat and 
hat racks or checking facilities 
available? 

Make some arrangement with the 
hotel so that members of your group 
can cash checks. 

Get your headquarters hotel to 
solicit and arrange accommodations 
with each member of your group 
direct. 

Arrange for an ample supply of 
water for the speakers . . . especial- 
ly in summer. 

Can the room be aired at recess? 
If so, arrange to have this done. 
Consider a coffee buffet at recess. 
Save cocktails for after the meeting. 

Make sure the meeting location 
is carried on the hotel bulletin 
board. If there be a chance for con- 
fusion, assign someone to direct. 


Miscellaneous Considerations . . 
Should wives attend with their 
husbands, advise them about some 
of the activities you plan so that 
they will know what to wear. If 
there is a formal banquet, they can 
bring formal clothes. 

Steer clear of all off-hour activi- 
ties not connected with your meet- 
ing. Advise persons who will at- 
tend to arrange for theater tickets, 
sight-seeing tours, and transporta- 
tion direct. You might suggest 
sources. Transportation companies, 
theater ticket brokers, Civic Con- 
vention Bureaus, and Chambers of 
Commerce will sometimes mail 
schedules, maps, historical and 
sight-seeing information, and other 
helpful literature if you ask them 
to. 


Take Care of Your Speakers. . 
Adopt the “buddy-system” idea 


from swimming safety for the care 
of your guest speakers. Assign 
someone to take charge of each 
speaker . . . to meet him when he 
arrives, to see that his meals are 
arranged for, to make hotel reser- 
vations for him if necessary, to see 
that the speaker gets away on time, 
and even to take him to the trans- 
portation terminal. 

After the meeting, send a thank- 
you note to the speaker. This is 
common courtesy, but often forgot- 
ten. And at the same time, send one 
to his superior showing your ap- 
preciation for allowing the speaker 
to contribute to the success of your 
meeting. 


> Smooth programs don’t just hap- 
pen. They’re planned. Someone who 
should have thought of a lot of little 
things . . . did! 44 


New Metal Stucco Pattern 
Does Away With Matching 


A non-directional, non-repeating, 
non-geometric metal pattern, 
“Leeds Texture,” has been intro- 
duced by Ardmore Products Inc., 
Roselle, N.J. It should prove useful 
for heavy-duty exhibit surfaces. 

A stucco pattern, Leeds texture 
provides an uninterrupted flow of 
facets eliminating the necessity for 
matching secondary patterns. 

The engraved material is reported 
to offer greater economy as a re- 
sult of not having to be matched; 


te nel 


less scrap when shearing in any di- 
rection plus greater rigidity and up 
to 50% increase over correspond- 
ing thicknesses of plain fiat sheets. 
The clearly defined texture re- 
mains distinct even after painting 
and porcelain enameling and offers 
resistance to impact scratches, 
dents, fingerprints and greater effi- 
ciency in light diffusion to provide 
an optically flat, glare-free surface. 
Complete information is available 
from Ardmore Products Inc., Al- 
dene Road and First Ave., Roselle, 
N.J. 44 


New Molded Nylon Clip 
Produced For Pegboards 


A new molded nylon clip for use 
with pegboards has been produced 
by the Norton Laboratories Div., 
Auburn Plastics Inc. 

Designed to aid the fastening of 
photographic or display materials to 
pegboards, the clip has four molded 
pegs on the reverse side which fit 
the hole spacing in standard peg- 
boards. The clip is fastened to the 
board by simply pressing the pegs 
into the holes. The pegs are split 
and slightly tapered to provide a 
secure fastener and an offset on the 
face of the clip provides a lip for 
holding the display material to the 
board. 

Additional information is avail- 
able from Norton Laboratories Div., 
Auburn Plastics Inc., Lockport, 
N: E: 44 


Flowing Foil Cloud . . . Closely spaced panels projecting from exhibit’s rear wall gave 
Aluminum Company of America an exhibit worthy of attention at the National Pack- 
aging Show in New York's Coliseum. The aluminum panels in the 36-foot exhibit were 
cut in flowing lines to further a light, fleecy appearance, and sandwiched with a foam 
material. The exhibit was designed and constructed for Alcoa by Gardner Displays, 


Pittsburg. 
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Cher-O-Kee Photofinishers 
Inc. 101 

Colorage Inc. 126 

Mack, Douglas 101 

Major Photo Co. 94 

Multi-Ad Services . 101 

Printing Arts Research Lab 
oratories, Inc. 59-60 

Quantity Photo Co. 
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Art Supplies 
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Pratt Poster Co. .... 


Binders, Catalog Covers 


Heinn Co. 15 
National Blank Book Co. 61 
Simon Products Co. i 
Smith, S. K. Co. 116 


Books 


Litho Studio Inc 


Calculators, Printed 
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Services and Supplies 


ADVERTISING SPECIALTIES 


OUTDOOR DISPLAYS 


MESSAGE BANNERS 


PENNANTS 


ivertising New You NY. 
COLOR POST CARDS 


POSTCARDS 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8': « 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price list ard Samples 
CORONA COLOR STUDIOS 

712 W. 46th St. New York 36 


COLOR PRINTS 


Now! The QUALITY of Dye Transfer COLOR 

at LOW COST! 25-——8x10 Prints, 
only $75.00. One or 1,000, Jeweltone 
fully COLOR balanced prints are ideal for 
every sales, advertising or display need. 
Consistent fidelity in all quantities. Flexi- 
bility for corrections. Guaranteed service. 
Also, Carbro Quality Repro Prints. Prices 
and samples on request. 


COLORAGE, INC. 
1168 S$. Hollywood Way, Burbank, Calif. 


METAL SIGNS 


ENAMELED BLANKS 


*Tackers *Real Estate * Traffic Control 
*Circles * License Plate © Steel * Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 
725 PHILLIPS AVENUE, TOLEDO 12, OnI0 


ART SUPPLIES 


DALTON 
‘““admaster"’ 


100% rag leyeut end visualizing ped. 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
eeeeececeoeeeoeee 
TEL-A-STORY, INC. 
Dept. A-7 523 Main Street, Davenport, lowa 
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MANIKINS 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 

men’s and children’s 

figures for your 


Special promo- 
tions! 


MADISONIA MANIKINS, INC. 
Also custom sculpting and manufacturing 
of molded P.O.P. displays. 

NEW YORK: 152 W. 25 St., CHelsea 3-1550 


STOCK CUTS & PHOTOS 


Develop and Illustrate 


Your Printed Messages $o—-— 
with 


STOCK CUTS 
and 


STOCK PHOTOS 
© FOR LETTERPRESS 
> FOR OFFSET OR PASTEUP 
(Pay only for subjects you reproduce) 
Over 160 poges, size 9 x 12, plastic bound. A thousond and 


LETTERING MACHINE 
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» REMEMBER : 
: that Cinderella never got anywhere un-§ 
stil she got dressed up. if you want true = 
+ vast range of sizes and> 
. If you want the very finest = 
= typography - . « (at the lowest cost from 
S composition to final paste up) get as 
= TYPRO photo lettering machine. Halber: 
. soe + 4151 W. Montrose Ave., Chicago 41,5 
el . 
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DECALS 


“PLASTIC DECALS! 


Tough, permanent, waterproof Vinyl Plattic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 
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James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
**SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's *‘Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


lav- 


ADVERTISING AGE, Dept. 
Attention: Book Department 

200 E. Illinois St., Chicago 

| want———_—_———- copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 
satisfied with the book (or books) after a 


5 days’ examination, I can return the book(s) 
and my money will be refunded in full. 


My Name 

Firm 

Address 

City ———_————_— Z —— State 
© I am enclosing my check for $ 
© Bill me later () Bill my firm 
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A 
CUSTOMER 
ONCE 

SAID: 


yours 
iImust 
wear 
seven) 
leaZfue 
boots”! 


He wasn't referring to our salesman’'s dress, of course. Impressed 
by our man's genuine interest in his promotional problems . . . 
his complete knowledge of printing processes and their specific 
application . . . plus his willingness and ability to come up with 
the right answers, prompted this compliment. 


What gives every Gugler salesman this stature in the field? 


First, because he feels secure in the knowledge that he's a part of 
one of the nation’s greatest lithographers. Then, too, he knows 
he's backed up by a conscientious staff of artists, designers, and 
technicians who give any job—labels, streamers, displays, or mo- 
biles—the highest creative treatment available, anywhere. And 
he also knows ‘“‘his team"’ can deliver for you, too. Just ask him to 
prove it! 


We have a limited supply of attractive, full-color travel posters 
which show a dramatic comparison between the hand crayon and 
conventional photo process method. Write for your samples, 
today. 


Guglier LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St 


Louis * Atlanta * Detroit * Houston * Tulsa 





NO OTHER PROMOTION GIVE-A-WAY 
CAN DO SO MANY THINGS FOR YOU 


FACTS 1959 


PRO AND COLLEGE © 


Silver Anniversary OE 
‘a 3 


Edition en 


j 4 
Vy 
T OF CONTENTS 


AM College & Pro predictions 
f & rankings for 1959 
lavers to Watch in 1959 

Rules & Signals 

Stadium Diagrams 

lionference Standings 1959 
Team Appraisals for 1959 
59 College Draft for Pros 

e & Pro Football on TV 


1 other important facts 


before released. I C. H. PEARSON PUBLISH 
| 250 PARK AVENUE _ 


j NEW YORK 17, NEW YORK 
YOUR 3 LINE MAME 8. ADDRESS er yous amas mac FOShaALE PACS asics 
| © BASEBALL FACTS => 
YOUR EXCLUSIVE FULL PAGE | Name ee ae 
ADS ON OTHER 3 COVERS WILL ; >DREss 
NOT BE OVERLOOKED OR FORGOTTEN “7% 


actual size 3% x 7% THE FIRST...THE BIGGEST. ..THE BEST 
48 PAGES PLUS 4 COVERS (TOTAL 52) 


C. H. PEARSON... THE ORIGINATOR OF SPORTS ADVERTISING BOOKLETS 


250 PARK AVE. N. Y. 
GREENWICH, CONN. 








